Industrial Marketing 


437 agencies place 506,777 pages in business papers 
Industrial ‘pipeline selling’ tags tough customers 
Building ads suffer from triteness, say Copy Chasers 
Your market hard to reach? McCulloch makes it easy 
Has your product news fizzled due to these boners? 


Distributor’s ‘own trade show’ helps triple sales 





Why Coal Ay is the top 


coal mining publication 








and first choice of advertisers 


EDITORIAL 


Alert, modern editorial content. You can’t 
measure editorial content with a yard- 
stick but in 1953, COAL AGE had 248 more 
pages than the next publication — 40% 
more. 


DISPLAY ADVERTISING 


42% more display advertising — 553 pages 
more than the next publication. 
300 advertisers, 52% more than the next 
publication. 
131 exclusive advertisers. 


ADVERTISER SERVICES 


PAID CIRCULATION 


More paid circulation to the coal mining 
industry than any other publication 
(12,691, A.B.C., Dec., 1953). 


CLASSIFIED ADVERTISING 


220% more classified advertising ... 
44 pages more than the next publication. 


Coal Mining Directory —the only authoritative annual directory of the coal mining industry. 

Monthly News Bulletin Service—contains data on new developments and changes in the industry. 
Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 

Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 
especially for makers and sellers of coal mine equipment and supplies. 


84%, of the 
nation’s fuel reserves 


is recoverable coal 





AT THE. VITAL. MOMENT : Thus, Product informative advertis- 
WHEN PURCHASE IS FIRST _ing in Thomas Register is often the 
only advertising seen at the buyin 

CONTEMPLATED, T. R. IS x g = 
moment. It— 


HABITUALLY CONSULTED 


1. Influences product selection 
BY U. S. INDUSTRY FOR directly! 


THE COMPLETE ADVANCE 2. Revives impressions from 
q other advertising. 


PICTURE OF ALL AVAIL- : 3. Provides returns far beyond 
ABLE SUPPLY SOURCES. _ the small annual cost. 


Se Ee oe ten Sea eT 


Proof of this statement lies in the fact that 


10,801 ADVERTISERS 


more advertisers than advertise in all other industrial 
publications combined, are using a total of 


40,406 ADVERTISEMENTS 


in the single Annual Thomas Register Edition! 
Ask a T.R. Representative to give you all the fabulous facts, NOW. 


READERSHIP ZieR© T.R. BUYERSHIP ‘|O©O+ 


"= @ THOMIS © 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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CLEVELAND 


The big sales are made 





to the 
Chemical & Process Industries 


at the 





where research 
is translated 


into production ! 


The men who place the big orders for equipment, 
plants and raw materials are the high level planners who 


wrap the equipment around processes for production. 


One of the most important functions of INDUSTRIAL & 
ENGINEERING CHEMISTRY’s 30,000 professional 
chemists and chemical engineers is this high level 
applied research, design and development, 


and operations planning. 


Just another reason why I&EC readers represent the 
greatest concentration of buying power 


in the chemical world. 


STRIAL & ENGINEERING 


An American Chemical 
Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


. LOS ANGELES ° SAN FRANCISCO . SEATTLE -« HOUSTON e 
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ONE! 


MAGAZINE SERVES ALL 
BUYING INFLUENCES 
OF ALL RAILROADS! 








There are SIX railroad business publications—five monthlies and a 

weekly. Four of the monthlies are edited for one department only, BUT 
MODERN RAILROADS is edited for—and read thoroughly by—ALL BUYING INFLUENCES IN 
ALL DEPARTMENTS OF ALL RAILROADS! 
Yes, Departmental Users, Executive Approvers and Purchase Order-Placers—ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY railroad publication, MODERN RAILROADS. 


ODERN | 
AILROADS 


—MONTHLY OR WEEKLY—CLAIMING TO REACH EITHER DEPARTMENTAL GROUPS, 
MANAGEMENT OR PURCHASING OFFICIALS! 

EDITORIAL PACE... Since its beginning, MODERN RAILROADS has set and maintained 
a new editorial pace in the railroad field. Authoritative, staff-written articles give 
complete—and completely researched—articles on all departments in every issue. 


@ Executive & Management Articles of cur- 
rent interest 


@ Operating Department Coverage — with 


plenty of pictures 

@ Mechanical and Electrical Department in 
formation in every issve 
photos 


Facts, figures, 


@ Engineering, Maintenance of Way and 
Signaling articles. ‘In the Field’ reporting! 

@ Traffic Officials read MODERN RAILROADS 
for the broad knowledge required of the 
facilities they are selling 

@ Purchasing Agents and Storekeepers de- 
pend upon MODERN RAILROADS to keep 
completely up-to-date 


ADVERTISING PACE... The new ail-coverage, on-the-spot reporting technique of 


y ‘ : ( 


MOoDERN 
RAILROADS 


201 N. WELLS STREET, CHICAGO 6, 
441 LEXINGTON AVE, NEW YORK © 459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLOG., PASADENA 


PHONE: STate 2-4121 
ILLINOIS 


MODERN RAILROADS has se? an editorial »ace which is responsible for the fact that 


MODERN RAILROADS IS BIG (“Life’-size); 

Beautiful (More pictures, 4-color covers); 
POWERFUL! (Ask any advertiser—or use it 
and find out for yourself!) 
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ONE! 


This huge new, BILLION-dollar industry has grown so fast that UNTIL TODAY, it was impossible 
to reach decision-makers for the entire market! Sellers had to approach electrical engineers 
through one magazine, finish and design engineers through another, the management and sales 
executives through others, and so on through all departments ... many, many other departments 
—plastics, castings, materials handling, purchasing ... in fact an entire industrial field within 
one market—now ALL available through ONE publication—the BIG, LIFE-sized Pictorial, Fast- 
moving, APPLIANCE MANUFACTURER! 








4 , ° ae 
PP L [ a N Cc E Executives kn UM divisions: The men who decide when to build 
M inventory, when to re-design, what to buy, how to ship, which firms to do 
A N U F A < T U R E R business with! APPLIANCE MANUFACTURER IS THEIRS! 


Creative Winds ia all divisions: The men who decide- what 


materials to use, which design, what engineering principle, which test- 
ing and quality control standards, what suppliers to use. They NOW 
have a magazine of their own—APPLIANCE MANUFACTURER. 


Poliey- Makers in all divisions of ALL branches of the 


; Appliance Industry! Over and above all the vital decisions with imme- 

gps ms ¥ diate influence on your sales is an important group which warrants your 
fies , ry long-term solicitation, too! These men—chairmen, directors and policy- 
<4. making influences in the entire industry are, for the first time, reading 


a magazine of their very own! —APPLIANCE MANUFACTURER. 


APPLIANCE MANUFACTURER CAN GIVE YOU THE BUSINESS IF YOU SELL... 


insulation @ electric motors @ materials handling @ finishings equipment and 
plastics @ electrical heating ele- equipment fasteners supplies 


s 
e 
PPLIANCE @ custom stampings ments @ ceramic insulation @ shipping containers 
@ die castings @ hardware and trim ®@ wire goods @ raw materials 
* ® 
* @ 7 
* 


name plates @ castings and forgings glass components plant equipment 
IMianuracturer 


heat control equipment @ electrical components moulded rubber goods sheet metal fabricating 
appliance accessories equipment 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS . New York . Cleveland - Los Angeles 





A prime objective in 
our Engineering Depart- 
ment is to seek constant- 
ly for ways in which 
Parker products can be 
designed to deliver even 
better performance and 
value. We are acutely 
sensitive to every new 
design development, 
and consider Product 
Engineering a leading 
reporter of them. 


R. H. Davies 
Engineering Manager 
The Parker Appliance 
Company 

Cleveland, Ohio 


THE MEN WHO DESIGN 











He Leads Design at Parker Appliance 


~ HE READS PRODUCT ENGINEERING 


The fact that Product Engineering is, by a very wide margin, the No. 1 advertising 
medium in the Original Equipment Market is not nearly as important as what the 
reasons behind this leadership mean in advertising value for your products. And 
although these reasons are many, here are three you can quickly get your teeth into: 


CIRCULATION: 26,107, and all paid (ABC, December, 1953). This is the biggest in 
the history of design-engineering publications. Result: more contacts, far deeper 
penetration in industry’s Design-Engineering Headquarters, and the certain assur- 
ance of intent readership which only an all-paid circulation makes possible. 


EDITORIAL: more yearly pages of specific interest and usefulness to design engineers 
than any other magazine in the world publishes. Result: a concentrated, purposeful, 
alert, sales-productive atmosphere in which to tell your products’ story to the most 
important buyers of them. 


ADVERTISING EFFECTIVENESS: the kind that led 880 advertisers to invest far more 
advertising pages and dollars in Product Engineering last year than were entrusted 
to any other design publication. Result: an outstanding agreement among successful 
companies and their agencies that your advertising dollars buy the most value and 
sales power when you concentrate them in Product Engineering. 


There’s lots more than this about Product Engineering important for you to know 
if you seek bigger sales for your parts, materials, components, or finishes in the 
dynamic Original Equipment Market. A letter or call to us at any McGraw-Hill office 
will bring you the complete story. 


The McGraw-Hill Magazine of Design Engineering P, r Oduct En in ° 
McGraw-Hill Building, New York 36 “Lam Fas g eering 


DISTRICT OFFICES: Ationta 3—Boston 16 —Chicago 11 
Cincinnati 8 — Cleveland 15 — Dallas 1 —Detroit 26 

Los Angeles 17—New York 36 — Philadelphia 3 
Pittsburgh 22 -San Francisco 4—St. Louis 8 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
April 1954/7 





If process 
industry titles 
have you in 


as hy not 
id 


SS 


Chemical 

Engineering 
Progress 
delivers the 
choice cut 
of Chemical 
Engineers in 
responsible 
charge. 
You can’t buy 
better! 


wt 


Chemical © 
iatieention” 
© Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 
120 East 41st St., New York 17, N. Y. 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Door Opener. . 


men of Alexander Film Co. First 
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Presenting .. It's a card-booklet. 


Business card does good job 
when prospect is ‘out’ 


® TO THE EDITOR . . In your Feb- 
ruary issue (page 102) I read with 
a great deal of interest your article 
about novel business cards. As a 
result, I thought you might be in- 
terested in seeing ours. 

It is, we think, rather unusual, 
and is certainly an attention getter. 

Designed to do a brief selling job 
by itself, the card has been a big 
favorite with our salesmen for sev- 
eral years. They find it makes a 
very effective door opener, and tell 
us that it does a particularly good 
job when their prospect happens to 
be out when they make their first 
contact . . the booklet has him well 
primed for the call-back. 

R. H. GEDDY, JR. 

Public Relations Director, 

Alexander Film Co., Colorado 

Springs, Colo. 











Business card is front cover of miniature booklet (below) for sales- 
inside spread (above) uses diminutive cheesecake. 


Long and thin and sideways, 
his card is remembered 


® TO THE EDITOR . . Your piece 
about business cards on page 102 of 
the February issue suggests that 
you might like to see mine. 

Just printing it “sideways” has 
caused about half the people to 





ve 


MAin 6827 


Representot 
SEATTLE 1, WASHINGTON 


LLOYD THBAPE 











whom it is handed for the first time 
to say “that’s different” or a rea- 
sonable facsimile thereof. 

A little extra trimming also gives 
the card a long appearance, sym- 
bolic of my own 6/3”, and adds to 
remembrance value. 

LLOYD THORPE 

Lloyd Thorpe & Associates, 

Seattle, Wash. 


Says machinery lease plan has 
been working well since 1952 


® TO THE EDITOR. . I have just read 
with interest your Top Management 
Forum article on leasing of machine 
tools (IM, Feb., p. 124). This is 
particularly interesting to read be- 

Continued on page 12 
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CONCENTRATE YOUR ADVERTISING 
WHERE THE BIG BUYING POWER 
CONCENTRATES ITS READING INTEREST 


Each year hundreds of manufacturers use Domestic Engineering to get their 
sales messages directly before the top contractor-dealers who, collectively, do 
the largest volume of business and constitute the industry’s greatest buying 
power. As a glance at the Advertisers’ Index of any issue of Domestic Engi- 
neering will tell you, many of these manufacturers are today’s leaders. Many 
more who continue to concentrate their advertising in Domestic Engineering 
are destined to become the additional leaders of tomorrow. That’s why we 
continue to say, Follow the Lead of the Leaders . .. BE a Leader! When you 
make your decision to concentrate your selling efforts in Domestic Engineering 
you take your most important step in this direction. 


IAT os / @ e 
MAGAZINE 


1801 PRAIRIE AVE... CHICAGO 16, ILLINOIS 


The Price lag 


that Insures 


Readership 


If you make plumbing, heating or air con- 
ditioning equipment or appliances . . . and 
if you have an eye to greater future sales... 
that $5.00 price tag can be of utmost sig- 
nificance to you. For one thing, it identifies 
Domestic Engineering as the one fully-paid 
medium serving this multi-billion dollar 
market. But more important, it offers you 
mighty positive assurance that when your 
product story appears in the advertising 
pages of Domestic Engineering—in close re- 
lationship to editorial content that has the 
unqualified confidence and acceptance of its 
readers—it will reach your most /ogical, 
most receptive, most sales-active audience. 
It means that your advertising will be seen, 
read and acted upon by the contractor-dealers 
in this field who pay for the privilege of 
receiving Domestic Engineering each month. 


CONSULT YOUR 


DVERTISING GENCY 
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From the standpoint of circulation, HP&AC comes 
close to being a ‘“‘self-tailored"’ publication. 


Its editorial content, each month, is of such 
vital importance to the engineers and contractors 
who design, install, operate and maintain the heat- 
ing, piping, and/or air conditioning systems re- 
quired by industry and other large buildings, that 
few of those who PURCHASE-CONTROL this vast 
market are not paid subscribers to HP&AC. 


HP&AC attracts the important, influential oper- 
ators, ‘‘those who have arrived’’ — and “those on 
the way up.” 


It should go without saying that only those in the 
field pay $3.00 per year for the technical pub- 
lication which covers the work in which they are 


engaged. 


- Edited EXCLUSIVELY for the Engineers and Contractors who Heat, 
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Thus, HP&AC offers you not only the field’s Reasons Why HP&AC ts First 


largest ABC paid circulation, but it offers you a 
circulation singularly devoid of waste. When you 
use HP&AC you pay to reach ONLY the men and 
organizations who are essential to your sales. 


a) HP&AC—the field’s authority in 
print 


HP&AC’s editors are experts in 
. that’s why HP&AC currently carries the their field 

bulk of the field’s advertising volume . . . why, if 

you have a stake in this great market, your NUMBER 

ONE advertising job is a hard-hitting campaign 


in HP&AC. y 4 a has the largest circula- 
tion in its field 


From 1929 to 1954 HP&AC's paid circula- 
tion has had a steady increase —a growth 


15,000____ which annapolis growth over the - HP&AC carries the largest 
12,000 volume of advertising in its field 


© HP&AC is timely and progressive 


9,000 HP&AC subscribers demonstrate 
their reader interest 





6,000. 





2 HP&AC selects its reader 
3,000 ~=-- audience 





i i ‘ HP&AC field | 
Circulation Growth in 15 Years © serves one tele only 


HP&AC carries monthly the 
Journal of the American Society 
of Heating and Ventilating 
Engineers 





Heating = 
@® Piping Se 
@ Fel ce 


Pipe, and Air Condition Industrial Plants and Other Large Buildings | 
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ByiLp CONFIDENCE 


That's why more Advertisers choose 


THE NATIONAL PROVISIONER 


to do their Selling job! 


It's almost automatic! When advertisers 
want to reach. . .and SELL the $15 billion 
dollar Meat Packing Industry. . .they choose 
and use THE NATIONAL PROVISIONER. 


The reason is simple enough. Readership 
is a POSITIVE thing with the NATIONAL 
PROVISIONER. The timely news and ed- 
itorial content of the NATIONAL PRO- 
VISIONER gathered for weekly publication 
by an editorial staff of experts in their re- 
spective fields. . .holds the readers’ atten- 
tion and influences their buying decisions. 


And it is this readership. . POSITIVE READ- 
ERSHIP*. . .which has attracted consider- 
ably more advertising than printed by any 
other publication in the field. This is the 
reason ‘WHY’. . .the reason more and more 
advertisers rely on N. P. to reach, . .and 
SELL their products to the industry. 

*N. P.’s consistently high renewal percentage based on 
a one-year subscription — 86.19% — is the greatest 
proof of readership! 


MARKET and MEDIA DATA FILE 


Completely new... 
gives data on mar- 
ket served, annual 
production, cover- 
age of buying in- 
fluences, circulation, 
subscriptions, renew- 
als, editorial analysis 
and advertising. 
Write for FREE 
copy. 








Leoding Publicotion in the Meat Packing and 


15 WEST HURON ST., CHICAGO 10, ILL. 
San Francisco 5 — 625 Market St. 
New York 17 — 18 East 41st St. 
les Angeles 5 — 3727 W. 6th St. 
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cause our company has had an 
equipment lease plan on our heavy, 
production woodworking moulders 
since September of 1952. 

We inaugurated this program be- 
cause we felt that there were many 
woodworking companies of good 
financial standing that were not in 
a position to spend several thous- 
and dollars at one time for the pur- 
chase of a new moulder. One reason 
for this is the high tax structure. 
Even though a company is making 
a good profit, it is not able to keep 
enough of the money to spend for 
new equipment and expansion of 
business. Another factor that has 
discouraged some companies from 
buying is the slow depreciation 
write off allowed by the government 
on equipment that is capitalized. 

We worked out eight plans for 
each of the four models of moulders 
which we manufacture. This allows 
our customers to choose the plan 
best suited to their company’s needs. 
Our plan has enabled us to place 
moulders in some of the largest 
woodworking plants in the country 
as well as to be able to place mould- 
ers in some of the smaller plants 
that would not have been able to 


| have a machine under an outright 


purchase. 

We believe that we are one of the 
first if not the first company to use 
the lease plan in the industrial field. 
We like to think of our company as 
a wide awake agressive concern that 
is not afraid to try something new. 

C. G. MONNETT, JR. 

Sales Manager, Dependable 

Machine Co., Greensboro, N.C. 


Offers suggestion 

for handling old cuts 

® TO THE EDITOR .. We note an in- 
creasing vogue among publishers of 
acknowledging receipt of space con- 
tracts with a printed form carrying 


| the notice, “All cuts destroyed 12 


months after publication unless you 
direct otherwise in writing.” 

We sincerely sympathize with 
publishers on the “old cut problem,” 
but it strikes us that the above no- 
tice is a poor solution. Without 
going into the harrowing details . . 
of what happens occasionally when 


a space salesman finally gets re- 
newal on a lapsed contract and 
word comes back, “cuts destroyed” 
. . let us point out that the most 
satisfactory procedure (used by a 
number of publications) is to simply 
send proofs of old cuts and plates 
(in duplicate) and ask for disposal 
instructions. 

Another practice that has objec- 
tional features is the one of auto- 
matically mailing old cuts back to 
advertiser or agency without being 
advised to do so. Again we say, 
“ask for disposal instructions.” 

JOHN R. ARMSTRONG 

Armstrong Advertising Agen- 

cy, Chicago, Ill. 


Does outdoor advertising work 
for industrial companies? 
® TO THE EDITOR . . I am interested 
in obtaining information on use of 
outdoor advertising by industrial 
companies. Exactly, I would like to 
know if it is a successful medium 
a recommended medium espe- 
cially as related to industrial serv- 
ice companies. 

If you have any material of this 
nature which you might furnish me, 
I would certainly appreciate receiv- 
ing it at your earliest convenience. 

TOM FLEWHARTY 

Ted Workman Advertising 

Dallas, Tex. 

[See Problems in Industrial Mar- 
keting, (IM, Oct., 53, p. 52). Also, 
in this issue, “McCulloch Finds 
an Elusive, Specialized Buyer,’ p. 
56... Ed.] 


The “ninth way” to get better 
film distribution . . tell libraries 


® TO THE EDITOR . . Rushes for No- 
vember 9, 1953, reprints your article 
on “Eight ways to get distribution 
for your industrial film.” There 
should be a ninth way: notify 
libraries. 

Libraries all over the country are 
(1) showing films (2) loaning films. 
The Miami Public Library shows 
films twice a day every other week 
from November to April, and once 
a week from April to November. 
We show a great many sponsored 
films to our audiences of 300 a 
showing (that is capacity for our 
auditorium). 

We also have sponsored films on 

Continued on page 18 





~ How bo Get to Garcia 


essage 


With the 


Selecting media is a lot like sending a Message to 
Garcia—vou try to find a Lt. Rowan to carry it. 
Rowan happened to be the surest, most economical 
medium for getting the message to Garcia; that’s 
why they chose him for the job. 

A good agency looks for the same things in choos- 
ing media—the surest, most economical way to reach 
your prospect. When you have learned as much as 
you can about the prospect (what he needs, looks for 
and wants to know about a product before he’ll put 
his money on the barrel head), you’ve come to know 
him so well that you even know his reading habits. 
Knowledge of media is an integral part of knowing 
the customer—it is knowing how to reach the customer. 

Inexpensive consumption goods can often be sold 
sight-unseen by advertising. With durables it’s a dif- 
ferent story. The consumer or industry wants to take 
a pretty close look before signing on any dotted line. 
In this respect, durable goods advertising can’t really 
be called a salesman. But it does the important thing 
that your salesman always wants to do—dé gets in the 
door. Media is chosen for its ability to get in the 
door, so that your ad can tell its story and leave the 
prospect with a desire to find out more about your 
product. Then Sales takes over. 

Our Media Department works closely with Research 
to determine the most effective media for a given 
client and the most effective way to use the chosen 
media. For example, what trade magazine do your 
prospects read and what do they look for in it? Is the 
editorial policy consistent with your principles and 
products, does it help you sell? Does te proportion 
of advertising space to editorial matter make for high 
readership of your ads? Does this magazine get pros- 
pects who are willing and able to buy, or does it 
mainly reach students who are interested in develop- 
ments in your field? Wouid you be better off in a sec- 


tional magazine or one with national circulation? Is 


there more than one book that appeals to vour class 
of prospects, should you concentrate in one or split 
your schedule among several? The answers will point 
the shortest way to your prospect’s door. 

Trade journals, newspapers and business papers, 
calendars, sales letters, sales literature and presenta- 
tions, catalogs, point of sales, radio and television, 
publicity, any medium that carries the spoken or 
printed word to your prospect—they’re all part of 
our experience. It’s the business of the Media De- 
partment to know all the factors which mean success 
or failure in reaching the man you want to do busi- 


ness with. We make sure that Garcia gets the Message. 


anctollor 
ei 


and 
Red yInc. 


ADVERTISING 


CHICAGO ¢ PITTSBURGH ¢ NEW YORK 
AFFILIATES 
PUBLIC RELATIONS - BURSON-MARSTELLER ASSOCIATES, INC. 
MARKETING COUNSEL + MARSTELLER RESEARCH, INC. 
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more where metalworking 


When advertisers ask us why AMERICAN MACHINIST so far out- 
distances all other metalworking magazines in the size and 
quality of its all-paid circulation, and hence in advertising value, 
we ask them to look at the magazine, itself, where the answer 
can be most quickly found. This is a sound tip for you, too, 
whenever you want to know why AMERICAN MACHINIST is a 
rewarding place to advertise and sell your products to: America’s 
biggest industry. 
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A good place to start is right here, because no other magazine 
in the world concentrates so large and experienced an editorial 
staff on the job of editing a magazine exclusively in the interests 
of Metalworking’s most important buying group: production 
management. There are 17 full-time editors, and all of McGraw- 
Hill’s world-wide resources to back them up. 


ou 
~~ 


- +. Such outstanding publishing events as these famous 
AMERICAN MACHINIST issues. Each of them gives your metal- 
working customers invaluable information nowhere else avail- 
able .. . and helps to build the metalworking-wide enthusiasm 
for AMERICAN Macuinist that makes this magazine the uniquely 
powerful editorial and advertising force it is. 
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Look, then, to the editorial pages of AMERICAN MACcuinist for 
the reasons why its advertising pages were last year entrusted 
with the job of increasing sales for 953 companies, and carried 
more advertising for the mathinery, equipment, materials and 
other products used by Metalworking than any other magazine. 
Remember, too, that all this sales power can be yours at a 
cost-per-thousand-subscribers which is the lowest among all 
metalworking publications. 
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roduction gets the most 








Production 
Executive’s 
Interests 


Next, you'll find that the contents of any issue will show you 
the abundant and purposeful help metalworking production 
men get from AMERICAN MACHINIST. For here is a magazine 
which is all production, to the end result that ail of it is useful 
to the men who buy the machinery, equipment, materials, serv- 
ices and other products used in Metalworking’s production shops. 
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And-although we can’t show you here but a token of the 2,800 
fact-filled pages a year’s issues of AMERICAN MACHINIST bring 
to our subscribers, you can get a clue to their value from this 
typical Special Report. There is one of these Special Reports in 
every issue, and 355 of them have, since 1945, helped Metal-. 
working to do a better, more efficient production job. They are 
an AMERICAN MACHINIST exclusive . . . and good examples of 
the LEADERSHIP which also produces . . . 


SO ... when you want increased sales in the $95-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most im- 
portant buying group... production management... the facts will tell you why: 


This is the N 


. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS PUBLICATIONS 





| Industry and Power does ONE Job 





WHY I&P COMMANDS TOP READER INTEREST 


INDUSTRY AND POWER is not “all things to all men.” It has an 

enthusiastic audience of power and plant engineers who have one 

defined set of responsibilities, duties and needs. Its editorial program 

is built around the interests and needs of these men. 

Of all publications reaching plant and power engineers, INDUSTRY 
EDITORIAL PLANNING SESSION AND POWER is the one magazine specifically and exclusively aimed. 
I&P Editors hold frequent meetings to plan future Its program is not diluted by trying to cater to subsidiary employees 
issues, develop important articles, discuss trends af- as well as to men of authority, nor by trying to cover production 
fecting the interests of readers, check progress of the problems along with those concerning engineered plant facilities. 
many features, assign editorial field work. These I&P readers always know that this magazine will bring them material 
editors travel widely visiting plants and discussing of diterea aid walne to aie. 
problems with I&P readers. 


EDITORIAL IS CUSTOM-BUILT FOR NEEDS OF THESE READERS 


Examination of the 1953 INDUSTRY AND POWER Editorial Index (published in Dec. 1953 
issue, copy of Index on request) shows how the Editorial Program is custom-built for its 
readers. In addition to hundreds of smaller articles and the wealth of pertinent material in 
all the I&P regular “departments,” there were 122 major articles published during 1953 on 


subjects of direct and immediate interest to the magazine's audience. 


WHO THE READERS ARE 
VERIFIED 97.63% 


INDUSTRY AND POWER Readers make up the largest buying-authority 
group of power and plant engineers reached by any industrial magazine. I&P Circulation is verified 97.63%, of 
They are the men in industrial and utilities plants who are in charge of which 96.49% is by direct reader contact. 
selecting, ating and intainin uipment for the following engineered ee - ee 
e ecting, opers ing and maintaining equip ene g eng p 97.5% ADDRESSED TO INDIVIDUALS 
facilities: 

Power Generation and Distribution. ...Electrical Services. ... Heating, 

Ventilating and Air Conditioning. ...Mechanical Power Transmission 

....Instrumentation and Controls....Bulk Materials Handling.... 


Compressed Air....Water Treatment....Refrigeration....Piping and LARGEST PLANT COVERAGE 


Valves....Dust and Fume Control....Industrial Lighting... .Indus- 
trial Waste Treatment. 


The annual purchases of INDUSTRY AND POWER Readers run into INDUSTRY AND POWER covers sub- 
hundreds of millions of dollars. The equipment under their care cost stantially more industrial plants than any 
billions, and every year a great part of it has to be replaced through wear other power and plant engineer publica- 
or obsolescence. tion (details on request). 


Industry and Power 


Established 1920 


Published by Industry and Power Publications, 420 Main St., St. Joseph, Michigan 
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for ONE Important Kind of Reader 
and Does it SUPERBLY! 


WHAT READERS SAY ABOUT I&P 


Thousands of letters from readers come to the Editors each year. Many contain voluntary 
expressions of what the publication means to them. A few typical comments are quoted: 


“Down to Earth, Good 
Practical Engineering Ar- 
ticles’"—A Power Engi- 
neer says: I wish to com- 
mend your organization on 
the number of fine articles, 


“Will Use to Justify Budg- 
et Requests’—From an 
Area Superintendent: I 
plan to use your Industri- 
al Development Review 
(January, 1954) as partial 
justification in next year’s 
budget for some items. 


“Articles Cover a Lot of 
Ground”—A Chief Oper- 
ating Engineer says: I like 
especially the fact that 
the articles are brief, yet 
cover a lot of ground. 


“I. Like it — Congratula- 
tions’—A Chief Electrical 
Engineer says: I like In- 
dustry and Power. It gives 
a lot of good information 
... concise and interesting. 


“Progressive Publication” 
— From a Chief Mainte- 
nance Officer: Success to 
a progressive publication— 
Industry and Power. 


“Think You're Doing a 
Good Job’—From a Plant 
Supervisor: Although we 
are not able to make use 
of all information in the 
various issues of Industry 
and Power in our applica- 
tion, we find a number of 
helpful items each month. 


“Gave Key to Series of 
Meetings”—A Chief Engi- 
neer writes: Your Indus- 
trial Development Review 
gave us the key to a series 
of meetings of our operat- 
ing personnel. Some of the 
subjects gave us  assur- 
ance that we were pro- 
ceeding on modern think- 
ing, however, on other 
subjects we felt we would 
have to put more thinking 
and effort into practice. 


“Packed With Valuable 
Information”’—A Superin- 
tendent says: Your Janu- 
ary issue of Industry and 
Power is packed with val- 
uable information. I have 
gathered helpful hints. 


1&P EDITORS ALL HAVE ENGINEERING BACKGROUNDS IN INDUSTRY 


Hunter Hughes, Editorial Director B.Sc. 
Mechanical Engineering, U. 


of Virginia. 


Fritz Hirschfeld, Assoc. Editor B.Sc. Me- 
chanical Engineering, Polytechnic Inst. of 





Experience as engineer in large industrial 
plants. The past 12 years editor of industrial 
and engineering publications. Mem. A.S.M.E., 
S.B.P.E., Pi Delta Epsilon. 


Arthur Steinmetz, Assoc. Editor M.E. Stevens 
Institute of Technology. Before entering 
engineering journalism, worked several years 
for large industrials and utilities as Field 
Engineer and Asst. Chief Engineer. Reg. 
P.E. licensed Sta. Eng. Ist Class, Gold Seal, 
N. J.; mem. N. J. Soc. P.E., Natl. Soc. 
P.E., Junior Mem. A.S.M.E. 


Harold Bergen, Assoc. Editor B.Sc. Elec- 
trical Engineering, Illinois Inst. Technology 
(Armour College of Engineering). Spent 
some years in research and development 
work in electrical distribution, nucleonics, 
magnetic recording devices, cosmic radiation, 
Several years of editorial experience, electri- 
cal engineering publications. Mem. Wes. Soc. 
Eng., Eta Kappa Nu, Tau Beta Pi, Pi Delta 
Epsilon. Assoc. Mem. Institute of Radio 
Engineers, and A.I.E.E. 


Brooklyn. Years of engineering experience 
in South America, Canada and United States 
with oil company, industrial supply organi- 
zation, and Chicago Research Council for 
Economic Security. Jun. Mem. A.S.MLE. 


Jack Hinkley, Assoc. Editor B.Sc. Mechanical 
Engineering, U. of Wisconsin. Industrial 
experience as Field and Construction En- 
gineer with large combustion equipment 
manufacturer. Was Instructor in Dept. of 
Mechanical Drawing, U. of Wisconsin. Jun. 
Mem. A.S.M.E, 


Jane Dean, Department Editor B. Ph. Chem- 
istry, Northwestern U. Industrial experience 
as Asst. Head of Chemical Research Lab 
for large food industry. Participated in re- 
search and development program leading 
to reorganization of processing method. Did 
research work in Neuro-Psychiatric Institute, 
U. of Illinois. Journalistic experience in- 
cluded experience editing technical medical 
treatises. 
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We’ve Changed Our Name 
to Match Our $5 BILLION Market! 


Now It’s... 


Industrial 
Maintenance 


AND PLANT OPERATION 


THE MARKET 

The plant operating group—opera- 
tions, maintenance, engineering and 
purchasing men—buys 5_ billion 
dollars’ worth of plant operating 
goods yearly. Included are replace- 
ment, maintenance and repair sup- 
plies, safety devices, materials han- 
dling and sanitation equipment... 
a perpetual market. 


HOW WE COVER IT 


Industrial Maintenance’s distribu- 
tion equals plant distribution 
nation-wide. Its 70,000 controlled 
circulation is the largest in its field. 
Of its readers: 


e 31,363 are plant operations, en- 
gineering and production men 
22,769 are maintenance officers 
and supervisors 


8,720 are purchasing officials 


8,516 are management and ad- 
ministrative men 


IN 22 FIELDS 

Only the plant operating group in 
factories rated by Dun & Bradstreet 
at $50,000 and 50 employees, or bet- 
ter, is eligible to receive Industrial 
Maintenance. It reaches over 48,000 
such plants in 22 basic industries. 
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TABLOID FORMAT 

Industrial Maintenance’s format 
invites reading and its contents fill 
a need. It is a horizontal inquiry- 
type monthly, with new product 
items and factual articles slanted to 
give practical help to plant opera- 
tors. Reader response, measured by 
product inquiries, has proved this 
format and editorial practice a 
success. 


4 UNIQUE SERVICES 


e Free copy information and mar- 
ket counseling 

e Complete, low-cost mailing 
service 

e Reader Service Department to 
answer plant operation questions 

e Market research survey results on 
the plant operating group 


RATES ARE LOW 


Rates are lower in cost-per-thousand 
readers than those of any compara- 
ble medium. Page units larger than 
2/9 may be used. Standard 4-A 
colors are available. 


GROWING FAST 

Advertising volume gained 29.7% 
in 1952 over that of 1950. The first 
six months of 1953 showed a gain of 
45.5% over the same period in 1950. 
The renewal rate among advertisers 
is an impressive 87%. 


GET THE WHOLE STORY 

Write for our new booklet, “Indus- 
trial Maintenance . . . the Way to 
Reach over 70,000 Plant Operat- 
ing Readers.” 


Industrial Maintenance 


AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO. e PHILADELPHIA 4, PA. 
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long term deposit from organiza- 
tions such as General Motors, and 
as gifts from companies such as 
Delta. These we show ourselves 
and loan to the public. We also 
recommend for borrowing spon- 
sored films that we have shown. 

Many other public libraries also 
loan and show films. You might 
look into this field. 

MRS. HELGA H. EASON 
Head, Adult Education, Miami 
Public Library, Miami 


Agency wants information 
on promoting a trade name 


® TO THE EDITOR .. Can you help us 
in gathering some information on 
the following subject? 

The client is a primary producer 
of a characteristic and distinctive 
type of lumber. His sales are made 
to lumber fabricators, such as door 
manufacturers, furniture manufac- 
turers, construction people, etc. 

As a primary producer, our client 
is considering advertising and pro- 
motion pointed to the establishment 
of the trade name of the product and 
its fundamental advantages. He is 
of the opinion that the fabricator 
will then be in a position to talk 
about this branded primary materi- 
al as an additional sales feature in 
selling the fabricated product. 

He is therefore interested in any 
experience within his or other 
American industries in which there 
may be some background of how 
manufacturer and fabricator worked 
together to promote the merits of 
the manufacturer’s product. Can 
you refer us to any such instances? 

Furthermore, he is contemplating 
the possibility of establishing an 
advertising program in which the 
manufacturer will share a portion 
of the cost of advertising with the 
prime distributors of his product. 
Can you refer us to any previous 
experience along such lines? 

Any data that you may be able 
to give us will be genuinely appre- 
ciated. 

M. E. WANK 
Wank & Wank Advertising, 
San Francisco 
[$1,100,000 research program seeks 
new lumber markets” (IM, Sept.) 
should be helpful . . Ed.] x 
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FOR A DIVERSIFIED INDUSTRY LIKE TEXTILES, 


Editorial Balance 


1S ESSENTIAL 





TEXTILE WorRLD’s editorial content is balanced to the needs of all 
branches of the textile industry. This balance is not a pious hope or a 
reckless guess. It is definitely planned and controlled so that men in every 
important manufacturing function find something of value in each issue. 

The illustration shows Prentice Thomas, TW’s chief editor, consulting 
his scheduling board to introduce a vital feature story into an early issue 
without upsetting the balance. Each pocket on the board represents a 
feature editorial page in the publication. Cards in these pockets identify 
subjects of articles. Issues are laid out horizontally; branches of the in- 
dustry to which the articles belong run vertically, with cards of different 
colors assembled for particular branches. The Table of Contents of each 
issue is keyed by fiber branches and mill functions to save readers’ time 
in instant reference to the material directly concerning them, and is a 
public record of how well the editors have held to their balanced cover- 
age of all major branches. 

Balanced content, naturally, draws readers from all branches of the 
textile industry, since each finds material profitable to him in his work. 
Advertisers benefit from this balanced breadth of interest, as it maintains 
the faithful readership of every type of subscriber. 

Thus TEXTILE WorRLD Offers to those with products or services for sale 
to the textile industry, in whole or in part, an interested audience repre- 
senting all sections of this field. For many advertisers, TW is the one 
medium necessary to augment their sales job in this immense industry. 
It serves all advertisers economically, completely, and effectively. If your 
product is for textiles and you are not an advertiser in TW — chances are 
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A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 
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FIRSTin circulation 


FIRSTin readership 
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FIRSTin buying-power penetration 
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.. the most up-to-date 


census of metalworking 


THE IRON AGE BASIC MARKETING DATA 


COMPLETELY NEW FIGURES — not iust a revision of certain sections. 

NEW DATA, based on 1954 figures—much more representative than figures for the above-normal year of 1953. 

COUNTY BREAKDOWNS will be available for the first time. The exceedingly popular industrial area data will be continued. 
AVAILABLE THIS SUMMER to all advertisers and agencies with a stake in the metalworking market. 

LIMITED FIRST EDITION — reserve your copies today. Write on your letterhead. 


The IRON AGE Basic Marketing Data is the 
the most popular and widely-used private cen- 
sus data on the metalworking industry. It is of 
great value in establishing potentials, pin- 
pointing markets, plotting sales territories, lo- 


cating salesmen, building advertising programs. 


Now this service material is being completely 
redone. An entirely new census is underway 
which brings the latest information from all 
plants in the metalworking industry employing 
20 or more plant workers. It is a typically 
thorough, reliable IRON AGE research project. 


Another thing: This year’s figures should make 
a lot more sense. 1953, let’s face it, was an 
above-normal year. You’d rather base your 
sales planning on current data. Besides — 1954 
is the year for greater selling effort. The more 
closely we can make the facts coincide with 
the current market, the more helpful we are 
to you. 
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This is what you should know about The IRON 
AGE Basic Marketing Data: 


1. Easy to use, thanks to IRON AGE’s special 
format and style of presentation in Vols. 1 
and 2 with sales analysis work sheets and sim- 
plified instructions. 


2. Plant workers are used as the yardstick be- 
cause the number of plant workers is a more 
accurate indication of physical output of a 
plant than a total employee number which in- 
cludes office and non-productive help. 


3. Pioneered many years ago by The IRON 
AGE, first of all metalworking magazines to 
provide this expensive extra marketing service. 


4. This census of metalworking was conceived 
and has been supervised and maintained by 
The IRON AGE’s Director of Research who 
has had over 20 years’ experience in close asso- 
ciation with the metalworking industry. 








Research, sales and advertising executives 
find The IRON AGE Basic Marketing Data indispensable 


Ray Christensen, Director, Industrial Advertising & Promotion 

Reynolds Metals Company 

“The Market Data Books have received very favorable comment from 
our market managers. In spite of the fact that you sent us 12 sets I 
already have a request for one more set.” 


H. M. Wilson, Production Manager, 

Wire Rope Sling Department, American Chain & Cable Co. 
“Appreciate very much your Market Data Book No. 2. Feel certain 
that this will materially assist us in evaluating the market potential 
for sling business.” 

Lawrence G. O'Neill, Advertising Manager, Sterling Electric Motors, Inc. 
“We will need a couple of extra copies of your Basic Marketing Data 
volumes when we begin work on our project, since several people will 
be involved. Thank you very much for the excellent help you have 
given us.” 


L. B. Duntly, Sales Pro. Manager, Industrial Filtration Division 

United States Hoffman Machinery Corp. 

“T have just received the copy of Volume 2, Basic Marketing Data. It 
will be very helpful in working up a new market analysis to be pre- 
sented to our sales staff in June. Thanks very much for this valuable 
assistance.” 


THE NATIONAL METALWORKING MARKET. Here, 
in just 12 tabular pages is your national metal- 
working market, classified by the U. S. Govern- 
ment’s Standard Industrial Code — industry 
breakdown, number of plants, number of plant 
workers, departments operated, etc. 


reserve 


your copy 
today 


























THE METALWORKING INDUSTRY BY INDUSTRIAL AREAS. 
This volume (over 74 pages) developed from The 
IRON AGE’s continuing analysis of metalworking, 
breaks this basic marketing data down into still smaller 
pieces—by industrial areas for the entire United States. 


the most powerful industrial magazine in the world 
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A CHILTON PUBLICATION @ 
100 East 42nd St., New York 17, N. Y. 
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‘So You Want 
to Do 
Business 


in Canada’ 


This is the name of a 6-page folder 
which many U. S. manufacturers 

are finding helpful in opening new 
markets north of the border. The 
folder is very brief because it is easy 
to trade with your northern neighbor. 


But it contains helpful sources for 

all the information you will need 
and we shall welcome an oppor- 
tunity to send you a complimentary 
copy, along with the CIEN NIAA 
report. 


One of the most helpful approaches 
to Canadian sales is the Canadian 
1EN which offers you the... 


LARGEST INDUSTRIAL PLANT COVER- 
AGE... MORE REGULAR ADVERTISERS 
THAN ANY OTHER INDUSTRIAL PA- 
PER .. . MOST NEWS OF INDUSTRIAL 
PRODUCTS . . . LOWEST COST PER 
THOUSAND READERS. 


CARADIAN 
INDUSTRIAL 
EQUIPMENT 
aS 


Head Office: Gardenvale, Que. 


Atlanta, Ga.: L. O. Coburn, 3 Villa Drive 
N.E. . . . Birmingham, Mich.: Lloyd G. Saulter, 
15858 Kirkshire Ave. . Boston 8: H. C. 
Whiteley, 50 Beacon St. . Chicago 4: 
G. C. Hooker & R. H. Irvine, 20 West Jackson 
Boulevard . . . Cleveland 14: M. H. Pierce, 
3145 Superior Ave. . Detroit 35, Mich.: 
T. Emerson, P.O. Box 5046 Southfield Station 

. Indianapolis 20, Ind.: M. Graham LeVay, 
5909 N. Guilford Ave. . Kalamazoo 5, Mich.: 
og N. Boyles, 426 Potter St... . Los ~~ ie 

A. H. Haurin Jr., 6000 Miramonte Blvd. 
Sapient, Ili.: C. H. Holden, P.O. Box 15. 

; Minneapol 8, Minn.: Jack “Campbell, P.O. 
Box ‘ay om "New York 11: Howard Ely 
and L. 3 2 200 West 16th St. . . . New 
York 1: 4 Mey ane 461 8th Ave. . . 
a a, 'N. : James A. Ehalt, 388 Brown- 
croft Blvd., Apt. ‘ ; Philadelphia: G. Park 
Singer Jr., Upper Darby P.O. Box 96. 
Pittsburgh 22: G. H. Scoltock Jr., 1020 Farmers 
Bank Bldg. . . . Richmond, Va.: J. L. Dennison, 
2236 Monument Ave. . Western Springs, Ill.: 
C. A. Burton, 4713 Woodland Ave. 
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trends 


A review, 


by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


See continued good health 
for the construction industry 


By Joseph C. Hagen, Jr., Architectural Forum and House & Home; James M. Lange, Prac- 
tical Builder; Dexter W. Johnson, Western Building: Jack W. Parshall, Building Supply 
News; William S. Gaskill, American Builder; Donald L. Moore, Southern Building Supplies 


and Arthur A. Hood, American Lumberman. 


® THE MORE prophets look at 1954 
construction prospects, the more the 
predictions sound the same. With 
only minor shadings of hairsplitting, 
almost all building forecasters agree 
that 1954 will be nearly as good as 
1953, which set all-time records for 
dollar volume. 

The most authoritative opinion 
was the annual joint Commerce- 
Labor Dept. forecast. It declared 
54 dollar outlays for new construc- 
tion would probably total $34 bil- 
lion . . only 2% below the ’53 level. 

Because the Commerce-Labor 
construction forecast has a good 
record for accuracy, the building 
industry will give it close attention. 
The optimistic outlook of the two 
departments was based on three as- 
sumptions derived from government 
experts who were not construction 
specialists: (1) no significant change 
in the international situation, (2) 
continuing high levels of employ- 
ment and personal income and (3) 

a “slight easing in the g 
omy and some rise in unemploy- 
ment.” If the US. 
more than a little, officials con- 
ceded, new construction would 
probably shrink under $34 billion. 
But with all the economy’s built-in 
props, it was a rare expert who was 
predicting any such thing. . . JOSEPH 
C. HAGEN, JR., menaging§ editor, 
Archite:tural Forum: and House & 
Home. 


Big Remodeling Market .. The 
building market for 1954, and for 
that matter for 1955 and 1956, has 
a bright outlook. 

There are different characteristics, 
however, to the market today as 


general econ- 


economy sags 


compared with that in which we 
operated from 1946 through 1951 or 
1952. While 1954 will be almost 
equal to 1953 (the second largest 
building year in history), the buyer 
(prospective home owner) is de- 
manding more in the way of value, 
and therefore builders, we find, are 
all looking for methods that will 
save them time or cut costs, as well 
as features and products that will 
add value. 

It is estimated that more than 
$11 billion will be spent for re- 
pairing and remodeling in all types 
of light construction in 1954. It 
should be interesting to note that 
this is almost as big a market (in 
dollars) as new residential 
struction. It is also understood that 
at the recent A. F. of L. convention 
in Florida, different unions in the 
building trades implied that they 
were willing to consider increased 
efficiency on the part of building 
industry labor, which would con- 
tribute to better values for the con- 
sumer and therefore more sales for 
the builder, and more employment 
for building industry trades. 
JAMES M. LANGE, executive editor, 
Practical Builder, Chicago. 


con- 


Western Building Healthy . . 
The building industry in the West 
reveals a sound and healthy condi- 
tion as we approach the end of the 
first quarter of 1954. This belief of 
industry leaders in the West is sub- 
stantiated by monthly building vol- 
ume reports. 

The healthy condition of all types 
of building activity in the West is 
found especially in home building. 


Continued on page 24 








Carrying industry’s product news to industry 
has been our job since 1933. 

Men in responsible positions know how to prod- 
uce their product. They are alert to the ways of 
improving it. 

Maybe you have a new material or component 
part that will make the product function better. 
Or a new piece of equipment that will perform 
better, faster or with less waste. Their search for 
information that will help them do a better job 
never ceases. 

Industrial Equipment News readers use IEN as 
a tool. They respect its editorial integrity. And any 
issue may contain product information that will 
solve one of their pressing problems. 

You want your advertising message seen. It will 
be seen in IEN ... each ad is next to reading. After 
IEN has been examined it is kept on the desk for 
frequent reference. 

You want to reach the men responsible for speci- 
fying and buying your product. IEN reaches them 
with your message when they are looking for 
products like yours. 

You want to do this job at minimum cost. IEN 
costs only 14¢ per sales contact; $150 to $160 a 
month; $1,800 a year. 


Do you want to 


SAFURAT 


with your 


product story 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 
can be ordered separately 


Tate ltrs tated a 
Equipment (|) a) 
News ee 


AFFILIATED WITH THOMAS REGISTER OF AMERICAN MANUFACTURERS 

The Original 
IEN 

Founded 1933 


Industrial Equipment News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 
Name. 


Title 











Company 
Address 
COMPLETE MEDIA DATA FILE []...or... 





THE EN FLAN (1 ~HOW TO PREPARE 
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ADVERTISING RATE CARD [1] iwouiry CHECKING SHEET [] 
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“accordin g to 


Ceramic Bulletin...” 


— Ceramic Bulletin’s editorial 
content is synonymous with accurate and 
conclusive data, “According to Ceramic 
Bulletin. . .”” very often punctuates the 
conversation of engineers and executives 
faced with vital technical problems. 
These key men of ceramics have come 
to regard The Bulletin as “the text book” 
of the industry. For this reason, back 
issues of The Bulletin stay actively in 
use for months, or even years, as a readily 
available library of information. 

It is this staying power of Ceramic Bulle- 
tin in the hands of key ceramic personnel 
— in every division of ceramics — that 
affords its advertisers multiple-sales con- 


tacts. 


Through no other medium in the ceramic 
field can you achieve such complete 
coverage of the market plus so many 
continuous viewers of your sales mes- 
sage as in Ceramic Bulletin. 


May we have the opportunity of outlin- 
ing to you the advertising advantages 
of The Ceramic Bulletin? 


Petrie 
, ® Pulletin 


2525 N. HIGH ST., COLUMBUS 2, OHIO 
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Ever since the end of World War II, 
home building has been the great- 
est single type of building in the 
West, always comprising consider- 
ably more than half of each month’s 
total building investments. 

Barring a major national or in- 
ternational economic upset, it is 
likely that building of all kinds will 
have an excellent year. Home 
building will lead, for the 1953 
mortgage money tightness situation 
is almost gone in the major building 
centers of the western market, and 
current developments point to the 
increased availability of home mort- 
gage funds in the West’s smaller 
population centers. In addition, cur- 
rently pending housing legislation 
offers much promise as a building 
stimulator, not only in the West, 
but nationally as well . . DEXTER w. 
JOHNSON, managing editor, Western 
Building, Portland, Ore. 


Competition Strong . . Lumber 
and material dealers are girding to 
meet competitive conditions that are 
beginning to be felt in the building 
industry due to over-production of 
building products. 

That is to say that production 
capacity in all product categories 
throughout the industry has been 
increased since 1946, when the huge 
demand, coupled with inadequate 
production, resulted in shortages 
that were very painful. The picture 
today is such that, even with a very 
excellent building market, which 
will again call for the construction 
of in excess of one million units of 
residential building, we will prob- 
ably consume only 65 to 70% of our 
production capacity. 

Accompanying such a condition 
are always found loose practices 
until an adjustment period has been 
completed. The loose practices I 
refer to are wholesalers selling di-' 
rect te builders, competing dealers 
who are less resourceful sales--wise 
cutting prices, etc. The better class 
dealers, who are responsible for 
more than 85% of the total value 
of building material sales, are meet- 
ing this condition with smarter sell- 
ing, training programs for their 
sales personnel, better advertising, 
more service to their customers, ex- 


panding their product scope. 

The more resourceful dealers are 
also doing a more creative type of 
selling in connection with such 
things as remodeling and repair 
work, and in the do-it-yourself 
market. By doing creative selling, 
they are in a less competitive situa- 
tion because they are creating mar- 
kets and customers, and the result- 
ing customers are theirs exclusively; 
and the dealer therefore is not sub- 
jected to price and other types of 
competition that the less resource- 
ful dealers have to face. . . JACK w. 
PARSHALL, executive editor, Build- 
ing Supply News, Chicago. 


More Mortgage Money .. A sur- 
vey just completed by American 
Builder shows that about 70% of 
builders will build more dwelling 
units in 1954 than in 1953. This 
conclusion is based on replies from 
more than one thousand builders in 
a nation-wide survey. The final re- 
sults show that home building in 
1954 will exceed 1953 by about 10%. 

In addition to building new 
houses, the builders surveyed are 
engaged in the building of commer- 
cial, institutional and farm buildings 
and in remodeling of existing dwell- 
ings and non-residential structures. 
They foresee good business in these 
categories in 1954. 

A factor that will facilitate the 
construction of new homes is an an- 
ticipated increase in the supply of 
mortgage money. A _ shortage of 
mortgage money during the last half 
of 1953 caused housing starts to de- 
crease slightly from the high levels 
of 1952. Even with a tight mortgage 
market, current expenditures for 
new housing have been at a re- 
markable rate of $1 billion month- 
ly. 

Although construction volume is 
running at a satisfactory rate due to 
its own momentum, the housing 
program recently announced by the 
housing industry and the Federal 
Government ‘carries ‘forward the 
idea that more and more Americans 
should have the opportunity to bes 
come homeowners. 

The new housing plan hopes to 
bring homes within reach of the 
lower income groups by providing 
low-price homes with mortgages 
running forty years. This is the 
proposed alternative to public hous- 
page 26 
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It takes a fourth 


Whether you're playing bridge, or playing for 


higher stakes in business, it takes a fourth. 


Financial, production and engineering skills 
don’t pay off unless they’re backed up by the 
fourth skill— Distribution. 


Nobody ever made money in the manufacturing 
business without that fourth skill, which includes 


sales effort. 


Sometimes management loses sight of this. It 





talks of production at a profit, and yet there 


is no profit until goods are sold. 


It would never think of withholding power 
that is needed to get the most out of plant 
capacity. And yet it frequently holds back on 
the power of advertising when it is needed most 
to help Distribution maintain sales and profit 


levels. 


Today there is new thinking at the management 
level in many companies. Distribution is getting 
priority. The old question “How much can we 
save on advertising ?”’ is being replaced by “How 
can we find more jobs that advertising can do 


to increase sales effectiveness?” 


Have you ever put the question to your adver- 


tising agency that way? Try it. Theirs is the 


fourth skill. 


™= PENTON Sufix’ 


PENTON BUILDING e CLEVELAND 13, OHIO 
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bright way 
to brand your 


Mi. BY A, 


MINNEAPOLIS-MOLINE 


ecals 


they identify! 


Decal nameplates keep your 
trademark before the consum- 
er. They're custom designed 
to best suit your product. They 
look so well, cost so little. 


they instruct! 


Diagrams, charts, instructions 
for use insure proper per- 
formance and protect your 
product's good name. PF decal 
trademarks go on quickly and 
last indefinitely. 


Learn how PF decals can aid 
in selling your product. Art 
services, consultation, and esti- 
mates without obligation. Send 
coupon today for FREE infor- 
mational booklets. 








PALM, FECHTELER & co. 


85 Maple S Weehawken, N. J. Dept. IM4 
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trends .. 


ing. The industry program agrees, 
however, to some public housing for 
those who are reluctant to enter 
into the forty year mortgage plan... 
WILLIAM S. GASKILL, director of re- 
search, American Builder, Chicago. 


New Customers, New Demands... 
Lumber and building dealers in the 
South and Southwest should enjoy 
as much business this year . . and 
more in some areas, such as Texas 

as they did in 1953. For the 
business potential in light construc- 
tion is strong. However, sales to 
different types of customers are to 
change substantially. 

More sales for home repairs and 
improvements . . because so many 
houses built before and shortly after 
World War II have been outgrown, 
or have become run down, or are 
conspicuous for lack of some con- 
veniences that neighbors have in- 
stalled. And many men and women 
during the war learned to work 
with tools, and now appreciate the 
recreation and economy of doing 
certain jobs around the house them- 
selves. 

More sales for commercial struc- 
tures . . both for new buildings and 
improvements. Due to federal con- 
trols during the Korean conflict, 
commercial construction was re- 
stricted. That put this market be- 
hind the post-war pace. The re- 
turn to a competitive market now 
makes it necessary for many office, 
shop and store owners to spruce up 
their places to attract and hold 
profitable business. 

More sales for farm improve- 
ments. Farmers cut down on their 
construction and improvement proj- 
ects last year due to the dip in farm 
prices . . with the hope that profit 
margins would widen again. Seeing 
that farm prices are evidently sta- 
bilized, families will go on with 
essential expansion and improve- 
ment of homes, barns, and other 
structures. 

The pi'ssage of housing legislation 
with smaller down-payments should 
result in another year of 1,000,000 
housing starts in 1954. This would 
help bolster the economy in the 
way construction has since 1946. . . 
DONALD L. MOORE, editor, Southern 
Building Supplies, Atlanta, Ga. 


Revolutionary Changes . . Con- 
trast the “lumber yard” of yester- 
day with the “department store of 
building” operated by the lumber 
and building products merchant of 
today. One of the basic changes is 
the prevalent tendency on the part 
of manufacturers, wholesalers and 
dealers to treat heavy construction 
(projects requiring heavy construc- 
tion machinery), and light con- 
struction (home building, struc- 
tural improvements and farm mar- 
kets), as two separate marketing 
problems. 

Heavy construction is a problem 
in supply, to a self-generating de- 
This market is limited by 
the extent of planned investments 
Light construc- 
tion is a consumer’s market which 
may be creatively sold. It is lim- 
ited only by the current consumer 
buying power. 

On a= self-generated business 
basis these two divisions of the 
construction market normally ac- 
count for about 50% each of the 
total construction volume. 

On a creative merchandising 
basis, the potential for light con- 
struction is two to three times that 
of heavy construction. 


mand. 


in large projects. 


Perhaps most noticeable is the 
rapid growth of advertising invest- 
ments by dealers. Traditionally up 
until a very short time ago, lumber 
yards were investing about % of 1% 
of their sales volume in advertising; 
today this figure approaches 1% 
and, if the trend continues, the in- 
dustry may be investing as much as 
2% within a few years. 

The only cloud on this rosy hor- 
izon is the deplorable lack of an 
adequate and comprehensive train- 
ing program for retail sales man- 
agers in this new and very different 
problem of creative consumer mer- 
chandising. Also there is a crucial 
need for organized and effective 
plans for recruiting, selecting, in- 
doctrinating, motivating, compen- 
sating, training and supervision of 
creative consumer salesmen. 

It is to be hoped that the invest- 
ment factors of the industry, manu- 
facturers, wholesalers and dealers 
will unite in removing these bottle- 
necks to retail sales productivity. . . 
ARTHUR A. HOOD, editor, American 
Lumberman, Chicago. fe 








CONTRACTORS e@ oveEALERS ° WHOLESALERS @ DISTRIBUTORS 


Published by The Industrial Press for: 


Clogged Turbine-Drive Heating System 














=—— 


Four New Small Furnaces 


Four new Sunbeam warm 


Air Conditioner Div. of 
American Radiator & 
Standard Sanitary 
Corp., Pittsburgh, Pa. 
Designed for installa- 
tion in small to medium 
size modern homes,” ». 
either with or without *. 
basements, these new, ~ 
winter air conditioner®~ r 
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THIS IS 


Its new SelecTemp heating system, which features 4 


thermostat in every room 
filtered warm air, has been an- 
nounced by Iron Fireman Mfg. 
Co., Clevgland, Ohio. Steam 
epetated by 3 low pressure 

aM 2. pi is conducted x 
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and continuous circulation of 
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THE PAPER that is pulling over 


10,000 inquiries a month for manufacturers. Over 


14,000 from the January issue alone! 


THIS IS THE PAPER that is read by over 


35,500 contractors, dealers, wholesalers and man- 
ufacturers serving the Small Building Market! 


THIS 1S THE PAPER that reaches more pros- 


pects for heating, 


paper in the field—whether you are se 
the board’ ortoa particular segmento 


THIS IS THE 


coverage at the lowest cost per 


ventilating, ait conditioning. 
piping and plumbing products than any other 
lling “across 


{the Market! 


PAPER that gives you thorough 


thousand in the 


field. One-ninth page. twelve times, costs $125 


per insertion — less than 


THIS IS THE 


Vo¢ per reader! 


PAPER that belongs on your 


schedule if you want to sell to the large and profit- 


able Small Building Market! 


Publishe 


ad by 
THE INDUSTRIAL PRESS 


148 Lafayette Street. New York 13, N. Y. 
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we pay the bill... xe 


2 tet Me a list of individuals who you know are key buyers of 
your product—and are friendly enough to answer a 
questionnaire— 


feyfetieia-me for them the front covers of all plant operating maga- 
zines you would consider in your selection of media— 


Et hist -taam on YOUR OWN LETTERHEAD in which one or 
two of the selected group they would be most likely 
to see your advertising. Check with our representative 
before you make the study. Send us the bill when call 

completed. DEarborn 2-5446 __ 


CHICAGO, ILL. 


ait ineineering 


TECHNICAL PUBLISHING CO.,110 SOUTH DEARBORN ST., CHICAGO.3, ILL. 
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when 


meter settings 
are done 
in a hurry 


...it cracks a tough nut for 
public works engineers 


When 16,000 meters were installed 
in Levittown, Pa., a new breakable 
nut that stays put until final grading 
saved material, time, labor and tem- 
pers. Engineering officials coast to 
coast read about it in PUBLIC 
WORKS. Every month, engineers in 
cities, counties and states find PW 
gives them important news of new 
techniques to help them do a better 
job on roads, streets, water works, 
sewerage, lighting. 

PW serves the engineer with up-to- 
the-minute technical articles to meet 
each new technical problem . . . with 
staff-written features by the engineer- 
editors and paid-for articles by top 
technical men. No other magazine in 
the field does such a constructive ed- 
itorial job. That is why PUBLIC 
WORKS is needed more, read more 
and used more by the engineers . . . 
and why it sells more for advertisers. 


more pull 


An advertiser* ip six magazines 
reports: 

“Public Works leads in number 
of direct inquiries” 


qo Public 
Works 


PUBLIC & 


Most useful engineering 


magazine for cities 
counties and states 
310 East 45th St., 

New York 17, N.Y. 
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By Stanley E. Cohen 


® REMEMBER the “influence peddler” 

. the fellow who “knows his way 
around” and gets government con- 
tracts because he “knows the right 
people?” He’s not in the headlines 
these days, but that doesn’t mean 
Congress has lost interest in him. 

In an effort to keep the negotia- 
tion of government contracts out in 
the open where the influence 
peddler can’t operate . . Rep. Ken- 
neth B. Keating (R., N.Y.) is pro- 
posing that all persons who sell to 
the government register with the 
General Services Administration. 

When a House judiciary subcom- 
mittee considered his bill (HR 483), 
the plan was praised by government 
officials. Commerce Secretary Sin- 
clair Weeks thought it would be a 
real service to business because it 
would protect the good name of 
reputable sales representatives and 
sales agents by limiting the oppor- 
tunities of unscrupulous “business 
representatives” who give the pro- 
fession a bad name. 

Commerce Department 
emphasized the constructive 
role that representatives and agents 
play when they help business firms 


spokes- 


men 


get government contracts through 
Some agents rep- 
resent large numbers of clients, who 


normal channels. 


have only one or two contracts each. 
“This service is especially important 
to small business,” the secretary ob- 
served, “because small firms do not 
have technical and sales staffs of 
afford to 


offices or 


own and cannot 
maintain Washington 
make direct sales contact with the 


their 


many procurement offices through- 
out the country.” 


A Job Already Done? . . Com- 
merce Department was a lot less 
enthusiastic about another provision 
of the Keating Bill . . the section 
which attempts to meet the com- 


plaint that business men find it hard 
to know what the government wants 
to buy, and how to go about selling 
to government. Under the Keating 
Bill an “Office of Contract Informa- 
tion” would be established in order 
to fill this need, but the Commerce 
Department insists the job is al- 
ready being done. 

The department points to a pub- 
lication, “Synopsis of U. S. Govern- 
ment Proposed Procurement and 
Contract Awards,” which it has is- 
sued on a daily basis since 1950, to 
provide government field offices and 
business men with up-to-the min- 
ute bulletins on invitations to bid, 
contracts to be negotiated and con- 
tract awards. While there are some 
flaws in the service, it is constantly 
being improved, the department 
says. Since April 1, 1953, the bid 
information has been delivered for 
a subscription fee of $7 a year, 
Commerce says. “The subscription 
list has grown beyond our own ex- 
pectation to more than 8,000 as of 
Feb. 1, 1954. In addition about 4,- 
000 copies are mailed to government 
agencies, including Commerce De- 
partment field offices, Chambers of 
Commerce and other interested or- 
ganizations.” 


Discriminatory Ads? . . Govern- 
ment officials say they are a bit 
confused over the Robinson-Patman 
Act problem which was recently 
submitted to Commerce Depart- 
ment’s Business and Defense Serv- 
ices Administration Ey some firms 
in the rubber and chemical indus- 
try. As these firms see it, mere 
mention of the use of their products 
by certain customers, or even by 
customer’s customers might con- 
ceivably be considered a violation 
of the Robinson-Patman Act pro- 
hibitions against discriminatory ad- 

vertising allowances. 
Unless there is more to this prob- 
lem than appears on the surface, 
Continued on page 32 








Ussign Galesmen THIS WAY ? 


of many metalworking publications. The total 


Whoops . . . three-quarters of an inch too far west 
and instead of a salesman in Detroit, you've got 
one in Devereaux, Michigan, population 35, 
principal industry . . . none! 


Of course, no real-life sales manager uses such 
a method. He must use eyes-open procedures. 
Advertising managers too, want specific informa- 
tion about circulation in order to allot their 
budgets most intelligently and effectively. For 
complete coverage, deepest penetration of the 
metalworking industry, they select MODERN 
MACHINE SHOP. 


Its 44,000 circulation .. . largest in the industry 
... includes 28,000 “plant circulation,” individual 
plants receiving one or more copies. This plant 
circulation alone is as large as the entire circulation 


circulation is 879% personally requested . . . just 
under 100% personally verified ! 


MODERN MACHINE SHOP'S “production ex- 
ecutive” readers, who prefer its “/how-to-do-it” view- 
point, make it the preferred media in the metal- 
working field. Its readers, whatever their titles, 
have one function in common: they purchase, 
Specify, recommend or influence the buying of 
equipment and supplies. 


It makes good sense . . . and profit, too. . . to 


“put your money where your market is!” ...in... 


Do You Have It? ... your copy of “Highway to Metalworking,” 
y 


new 48-page study of market and media facts...write today! 


MODERN MACHINE SHOP 


NIP, 


431 Main Street, Cincinnati 2, Ohio 
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keeps your trademark 


right in 


your customer’s hand 


Suppose you could figure out a way 
to have your customers carry your 
trademark always with them, and 
look at it 20 or more times a day 
year after year? Here’s how to do it! 
Just give them Zippos as business 
gifts. With your trademark on its 
gleaming surface, Zippo does the rest. 


People are proud to get Zippos 
because of their superb quality. They 
use them because of their easy oper- 
ation and downright faithfulness. And 


once a fellow gets to using a Zippo, 
it seems to become part of him. He 
misses it too much to leave it behind. 
It goes into action at meetings and 
banquets—everywhere from theater 
parties to camping trips. 

Every Zippo is actually guaranteed 
to work forever. That gives your 
trademark or slogan the utmost 
mileage. The investment is modest 
—the prestige value very high. Mail 
coupon for all details. 


(OPO. 


GUARANTEED TO WORK FOREVER 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA 





“4 | in Canada: Zippo Manufacturing Co , Canada Ltd , Niagara Falls, Ont 


es 2 ©. 6 O22 @€ 2 6 62 © © 62 8 6 2 @ 8 2 @ 





“Ya 











Zippo Manufacturing Co. 
Dept. 1-4, Bradford, Pa. 

Please give me full information about business gift 
Zippos—prices in large or small quantities, time of 
delivery, opportunity to use color, and the heip your 
design department will give us in making a beautiful 
and distinctive gift. 


Name 
Firm 


Address 





Washington . 


. 
begins on p. 30 


this would appear to be a far- 
fetched fear. Presumably a seller 
could “favor” a particular customer 
by publicizing one firm, while omit- 
ting mention of others that sell in 
competition with him. If so it would 
be a rare .. and flagrant . . case, and 
bad business practice, to boot. There 
are no cases of this kind on the rec- 
ords. 


Building Is Booming . . Probably 
the most significant business news 
so far this year, according to gov- 
ernment economists, has been made 
in the construction fields, where 
business is booming along just as if 
the press wasn’t full of recession 
news. Construction, including resi- 
dential home starts, was at a record 
high level in February. And a re- 
check by the Department of Com- 
merce and Securities Exchange 
Commission showed that business 
expenditures for new plant and 
equipment in 1954 are holding up to 
previous predictions and are gen- 
erally close to 1953 levels. 

Railroads, which have ‘suffered 
heavy setbacks in carloadings, have 
shaved their expenditures signifi- 
cantly, and durables manufacturing 
will apparently cutback expendi- 
tures by about 10%. Commercial 
firms, which are close to the con- 
sumer, and would ordinarily be the 
first to sense any serious decline in 
spending, will spend about 3% more 
in 1954 than in 1953. 


$1 Billion in Tools . . Machine 
tool industry should ship at least $1 
billion worth of equipment in 1954, 
according to Charles F. Honeywell, 
administrator of the Business and 
Defense Services Administration, 
Depzrtment of Commerce. 

At the end of January the indus- 
try had a $600,000,000 backlog of or- 
ders. In addition, it will get about 
$150,000,000 of new business from 
the Department of Defense in the 
next six months out of current de- 
fense funds, and another $100,000,- 
000 of government business from 
the reserve tool and facilities pro- 
gram of the Department of Defense. 
With the $94,000,000 worth of tools 
shipped in January this adds up to 


Continued on page 33 
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HOW BIG IS THE MARKET 
WITHIN THIS TYPICAL PLANT? 


In Fiscal 1952 (October 31, 1951 to November 
|, 1952) Carrier’s total business volume passed 
the $108 million mark. Fiscal 1953 figures are 
substantially higher. By contrast, in 1937, when 
Carrier centralized operations in Syracuse, busi- 
ness volume was less than $15 million. In the 
air conditioning industry—and at Carrier—the 
forecast is “ceiling unlimited.” 


MANUFACTURING OPERATIONS (These 10 
principal operations are typical of the hundreds 
performed at Carrier): MACHINING, STAMP- 
ING, ASSEMBLY, ROLLING, EXTRUDING, 
WELDING, SOLDERING, FLAME CUTTING, 
TUBE BENDING, TUBE EXTRUDING, etc., 
ete. 
EXPENDITURES FOR TOOLING, MACHINE 
TOOLS, AND PRODUCTION EQUIPMENT 
(Fiseal 1952, not including government con- 
tracts) $1,500,000 
EXPENDITURES FOR COMPONENT PARTS: 
Manufactured by Carrier 46.5% 
Purchased outside* 53.5% 
*When components are purchased outside the plant. 
specifications (including products and processes to be 


used) are almost alwavs determined by Carrier. Tool 
engineers, for the most part, make these specifications. 


THE ROLE OF THE TOOL ENGINEER 
AT CARRIER IS TYPICAL .. . 


The men who decide which products. which 
processes, will be used for Carrier’s many manu- 
facturing operations are—more than any other 
the tool engineers. That’s pretty much the 
picture at all other plants like Carrier, as well 
as the larger and smaller ones. 
Twenty-one tool engineers, members of the 
American Society of Tool Engineers, are on 
the Carrier engineering staff. (For the story of 
how these 21 men function, write THE TOOL 
ENGINEER for new 4-page folder on “Inside 


the Carrier Corp.”) 


TA Pitty | 


Engimeer 


THE CARRIER CORPORATIO 


THE TOOL ENGINEER-FOR 
INDUSTRY’S MEN OF IDEAS 


Because their functions in industry are so 
broad, tool engineers must keep posted on 
the latest techniques and products in order 
to solve the new problems they face every day. 
Their primary reading source for this help is 
a magazine published by their technical 
society—the American Society of Tool Engi- 
neers. It’s your best bet for selling the men 


who decide on products like YOURS! 


Remember — Someone Is Selling Your 
Type of Product Through THE TOOL 
ENGINEER. 


Publication of 
The American Society of 
Tool Engineers 
ASTE Building, 
10700 Puritan Avenue 
Detroit 21, Michigan 
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$944,000,000 worth of sales in 1954, 
even without any additional civilian 
orders, Mr. Honeywell observes. 


Protection Inevitable? . . The ad- 
ministration “free trade” policies 
are running into heavy opposition 
from Congressmen who sense rising 
unemployment in their home dis- 
tricts. Within the administration it- 
self, the “protectionists” are becom- 
ing increasingly outspoken. A few 
days ago an official on the sub- 
cabinet level (I prefer to leave him 
unidentified) said to this reporter, 
“Protection is inevitable. Just wait 
until there’s a bit more unemploy- 
ment. Not a member of Congress 
will dare vote against higher tar- 
iffs.” 

The machine tool industry has 
also been crying about the ravages 
of foreign competition. But this is 
a case where the government has 
not been particularly impressed. 
Imports of machine tools climbed 
from $1,500,000 in 1950 to $50,000,000 
in 1953. But imports are now on 
the downgrade, the Department of 
Commerce says, “as a result of ag- 
gressive sales efforts by the distrib- 
utors.” 


Brighter Tax Outlook .. There’s 
strong feeling in administration cir- 
cles that the tax reorganization bill, 
which squeezed through the House 
last month, will generate a consid- 
erable amount of industrial busi- 
ness, once it is signed into law. 
There are at least two features of 
this bill which are supposed to be 
important to business. Speeded up 
amortization of plant and equipment 
has been widely discussed. Less 
has been written about two-year 
carry back. ‘ 
This carry-back feature is said to 
be particularly appropriate ‘n a pe- 
riod like the present, when business 
emerges from a period of prosperity 
to a period of uncertainty. As a re- 
sult of the two-year carry-back, 
business men can risk introducing 
new products, or investing in new 
equipment even if the prospects of 
immediate profit are slim, for losses 
incurred during the present year as 
a result of such investments could 
be offset through rebates. a 





To sell the Concrete Market — 


YOU MUST SELL THIS MAN — 


The man who specifies: 
Materials 


Equipment 


Pre-sell your products through the Professional's 
Magazine of the Industry. 
The Journal of the A.C.I. 


Dedicated to the exchange of ideas, dissemination of information and service 
to the reader, the Journal serves construction, manufacturing, design and en- 
gineering in the concrete field. The Journal has continually devoted its edi- 
torial content to the working interest of the concrete industry. It is the only 
publication that focuses all of its facilities on publishing current, authorita- 
tive and technical information for all phases of the concrete engineering field 
— the key to the $34 billion construction industry. 


Quality in editorial content attracts quality readers. As an example: Every 
State Highway Department in the United States now receives the ACI Jour- 
nal either through membership, subscription or controlled circulation. The 
same quality is attained in the Key men in the U.S. Government departments 
concerned with reclamation, public works and engineering. 


Your sales message, even if told in the most technical terms, reaches under- 
standing men — people who have one basic interest — concrete in construc- 
tion. Reach these men through their basic medium: The Journal of the 
American Concrete Institute. 


World Authority on Concrete, Engineering, Construction and Research. 


JOURNAL of the 
AMERICAN CONCRETE INSTITUTE 


18263 W. McNichols Road Detroit 19, Mich. 
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Asks more media reader studies 


Readership measurement can 
improve business paper ads, 
help readers, Sawyer asserts 

® NEW yorkK .. A leading industrial 
advertising agency executive has 
urged that business publishers sub- 
scribe to readership surveys of their 
ad pages and that they submit in- 
terpretations of such studies to their 
advertisers. 

Speaking to the Eastern t.f. club, 
Howard G. Sawyer, vice-president, 
James Thomas Chirurg Co., New 
York and Boston, said that by using 
Starch, Readex, or any other read- 
ership service, publishers will help 
advertisers improve their creative 
and copy work, and thus make 
every page of their magazines of 


readers. 
readers 


their 
your 


greater service to 
“Responsibility to 
transcends responsibility to 


advertisers,” he stated. 


your 


Mr. Sawyer warned against as- 
suming that a low readership score 
was in itself necessarily ‘a bad 
thing.” Advertising in certain phases 
of industry has always proved to 
have less general interest than in 
other fields, he noted, and pointed 
out that a Starch or Readex score 
has value only if compared with 
scores made by ads for the same 
product or service. “Don’t put too 
much value on any single report,” 
he further warned, “since such var- 
iables as position, competition and 
color will have their effect.” To be 











You are now entering 


MILWAUKEE BRAVES 
RESERVATION 


DRIVE CAREFULLY 


_..we love our little INJUNS’ 


COOPERATING WITH 
MILWAUKEE JUWIOR CHAMBER OF COMMERCE 














Kids-Baseball . . Unbeatable combination is promoting Milwaukee industry. Junior 
Chamber of Commerce gets industrial companies, such as A. O. Smith Corp., to sponsor 


billboards in area promoting Milwaukee Braves baseball team and safety for children. 
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Frozen Cheesecake . . Helen Dug 
gan, named Miss Canadian Refrigeration, 


sf ap 


tries out artificial rink at Canadian Re- 
frigeration & Air Conditioning Show, To- 
ronto. Refrigerating equipment for the 
20x16’ rink was: installed by John Inglis 
Co., Canadian associate of Worthington 


oO 


Corp., Harrison, N.]J. 


of real value, he added, such scores 
must be averaged and interpreted 
over a minimum period of six is- 
sues of a magazine. 


Willson of Baker-Raulang 


repeats as top adman 

® CLEVELAND . . R. T. Willson, ad- 
vertising and sales promotion man- 
ager, Baker-Raulang Co., Cleve- 
land, has for the second straight 
year been named “industrial adver- 
tising manager of the year” for 
northeastern Ohio by the t.f. Club 
of Cleveland. 

Mr. Willson and his company took 
top honors last year also. This was 
the fourth annual competition spon- 
sored by the club. 

The prize-winning entry this year 
told how Baker-Raulang entered 
the gas-powered industrial truck 
field in 1953 and with an intense 
advertising, merchandising, public- 
ity and dealer training program, got 
more than 33% of the market. 

Mr. Wiilson received a gold watch 
and a plaque. G. M. Basford Co., 
Cleveland, Baker-Raulang’s agency, 
also received a plaque. 

Honorable mentions went to Dor- 
sey H. Rose, advertising manager, 

Continued on page 36 





sales cost per order drops a 6 4 A % 


when manufacturers’ catalogs are USED 


A recent study by the Sales Executives Club of New York 
indicates that the average sales cost per order drops from $187.39 
on cold calls to $44.89 when potential customers have studied 

a manufacturer’s catalog and invited the representatives to call. 


So how do you get your catalog used more? 


There is no way to force people to consult your catalog. But there are 
simple and effective ways to increase the chances that your catalog will be 
used in as many places, as many times as buyers come into the market 

for products like yours. 


Getting manufacturers’ catalogs used has been the whole business of Sweet’s 
for 48 years. Sweet’s can (1) help you design your catalog so as to make it 
easy for potential customers to identify your product as the answer to their 
specific needs and to call in your representative, (2) place your catalog 

in the right offices of all companies of interest to you, (3) make sure 

your catalog is maintained in all these offices so that it is instantly 

accessible when buying needs arise, (4) enable your advertising to lead 

each ‘‘warmed-up”’ prospect directly to your catalog so as to speed his action 
from interest to catalog use to invitations for your representative to call. 


Currently Sweet’s is helping 1,550 manufacturers get their catalogs used 
more often. The Sweet’s district manager near you will be glad to 

show you how we work with manufacturers who want to reduce the sales 
cost per order by getting more salesmen invited to call more often. 


** The more your catalog is used by potential customers, 
the more often your representatives will be invited to call!”’ 


Sweet’s Catalog Service Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
S) Dept. 74, 119 W. 4Oth St., N. Y. 18, N. Y. 


Atlanta e Boston e Buffalo ¢ Chicago « Cincinnati « Cleveland e Dallas e Detroit 
Los Angeles « Philadelphia ¢ Pittsburgh e St. Louis « San Francisco 


These free booklets will help you see how you can get more potential customers to invite your salesmen te call. 

() Free booklet, ‘Some New Data on the Cost of Producing Orders in industrial Markets” (from the Sales Executives Club study). 
C Free booklet, ‘‘How to Improve Marketing Efficiency Through Improved Catalog Procedure.” 

{-} Free booklet, ‘‘The Need for Printed Product Information in Industrial Buying,’’ summarizes one phase of the NIAA Study 


() Please have your district manager show me how industrial marketers get more orders through improved catalog procedure 


NAME. — ee a ~ ~ — 
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To reach the $1,250,000,000 news 


x begins on p. 34 

electrical contractor market Cleveland Worm & Gear Co. (Gris- 
wold-Eshleman Co.), and to Sydney 
E. Cowen, advertising manager, Re- 
liance Division, Eaton Mfg. Co., 


Massilon, O. Each received a plaque. 
Judges were G. D. Crain, Jr., 
publisher of INDUSTRIAL MARKETING, 


Advertising Age and Advertising 
Requirements; William C. Sproull, 


director of advertising, Burroughs 
Corp., and president of the National 
Industrial Advertisers Association. 

i i The 


and Louis B. Seltzer, editor, 
Cleveland Press. 


~ ne H. F. Smurthwaite, Putman Pub- 
: lishing Co., was chairman of the 
Ky @ Uf v awards committee. 


CaN mu 














Exclusive concentration on Total 
the employing electrical contractor Con"clle 
—as distinguished from one-man shops and 

part-time businesses—makes sure your mes- 
sage reaches the buying power that accounts 1,976 electrical wholesalers 
for 97% of the business! Names of con- 
tractors employing union labor are taken 
from the National Employees Benefit Board 494 construction executives in 

for the Electrical Contracting Industry, are utilities, municipals 

revised monthly to eliminate deadwood. ; i . 
Names of nonunion employers are supplied 468 design & consulting architects 
by 104 NECA chapters located throughout and engineers 

the country. This is an exclusive list, avail- : others 

able only through QUALIFIED CON- 
TRACTOR! ; TOTAL 


L 


v Exclusive editorial features dealing with research on labor costs 
and business development—tax problems—new products and publications—how 
to get new business—make QUALIFIED CONTRACTOR “must” reading for Cover Ad .. A four-color ad has taken 
anyone interested in staying ahead of the trend. Annual Directory Issue in over the front cover of Aviation Week, 
February lists names and addresses of over 3,200 NECA members, serves as New York. Consolidated Vultee Aircraft 


basic reference book for anyone selling to or through electrical contractors. Corp., San Diego, Cal., is the first adver- 
tiser in what the publication says will be 


a series by major aircraft industry adver- 





12,114 employing contractors 


966 managers REA Co-ops 














“cawvale 








Ae a tisers pushing air power in national de- 
Lowest cost. It costs less to use QUALIFIED CONTRACTOR-—and pmo 

yet, only through QUALIFIED CONTRACTOR can you be sure of reaching 
the 12,114 employing contractors who account for 97% of the business! McGraw-Hill announces new 











automatic control publication 


® NEW yorK . . Control Engineer- 

ing, a new monthly publication in 

Official Publication of The National Electrical Contractors Ass'n the growing field of automatic con- 
610 Ring Building Washington 6, D. C. trol systems in business and indus- 

NEW YORK—Clark Presbrey, Room 509, 150 Broadway—Worth 4-1153 try, has been announced by Mc- 


CHICAGO —Urben Farley & Co., 120 S. La Saile Street — Financial 6-3074 Graw-Hill Publishing Co., New 


LOS ANGELES York 
The Robert W. Walker Co., 2330 W. Third St.— Dunkirk 7-4388 ‘ : 
. SAN FRANCISCO Paul Montgomery, senior vice- 


The Robert W. Walker Co., 57 Post Street —Sutter 1-5568 president of McGraw-Hill’s publica- 
—_ too tions division, said annual sales vol- 
ume in the instrument and control 


Continued on page 38 











36 / industria Marketing 





LOOK INTO THE 


FUTURE-—-LOOK INTO 


PETROLEUM PROCESSING 


what’s ahead for oil-and you? 


Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 


PETROLEUM 
PROCESSING 


| processing is an indus- 
try constantly building a new plant to 
make new products for fast changing 
markets. Obsolescence is more rapid 
than inany other major industry. Today 
it is geared to mass production of high 
octane gasoline for 10:1 ratio automo- 
bile engines. Tomorrow it will be making 
rocket fuel, new jet fuels, and synthetic 
fuels if necessary. The industry moves 
fast, thinks big and spends big. 

If you make process equipment, com- 
ponents for process equipment or mate- 
rials which can be used in petroleum 
processing, you should concentrate 


your sales and advertising effort on 


this industry for the next ten years. It 
will be the biggest market for process- 
ing equipment. To sell your product to 
refineries you need specialized sales at- 
tention—salesmen and engineers who 
really know the complex industry and 


its many problems. ‘To do a real adver- 
‘ 


tising job you need a specialized publi- 
cation geared to that industry. 

Petroleum Processing is preferred by 
more of the real buying factors in these 
important buying elements of the in- 
dustry: Plant engineering and mainte- 
nance staffs . . . Plant process design 
engineers . . . Home office engineers... 
Research and development personnel 
... Engineering and construction firms. 

Petroleum Processing has the balance 
editorially to serve all these elements. 
It is the only publication that has the 
quantity of circulation needed to cover 
all branches (36% more than the effee- 
tive circulation of the second publica- 
tion). It has the backing of a great 
business paper publisher to keep it 
ahead of the world’s fastest changing 
industry. To sell more process equip- 
ment in the ten big years ahead—ad- 
vertise for those sales, NOW, in Petro- 
leum Processing. 


PETROLEUM 





PROCESSING 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 





No. 6 ofa sevwes 


Code for 
Users of News 
in Sales 


In a recent analysis of editorial 
work as an extension of advertising 
was offered a simple code for 
publicity users. It returns 

to well-preached fundamentals. It 
is intended for those so intent on 
the power of planned news 
programs in building markets 
that they forget (or neglect) the 
ground rules. It reads... 


I recognize that the editor 
judges material only in terms 
* of its service to his readers 
not in terms of my commer- 
cial purpose, any other ed- 
itors thinking, nor the ad- 
vertiser’s objectives or sched- 
ule. 


I will make my contributions 
with no strings attached. 


I will deal with the editor 
in complete candor—neither 
withholding nor implying any- 
thing for the purpose of mis- 
guiding him, and_ standing 
guard as vigilantly against 
half-truth as against untruth. 


I will seek to learn and be 
governed by the distinctions 
of editorial policy and read- 
ership which make each pub- 
lication unique. 


I will go to any practicable 
length to assist the editor in 
his search for a clue, an au- 
thority or a fact—as though 
I were, indeed, his employee. 


If you would like a copy of the 
complete study we'd be 
delighted to send it. Just address 


Harry W. Smith 


Incorporated 


TFocknicad Publicity and Cditorial Relations 


NEW YORK 

41 East 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 








38 / industrial Marketing 


@) NEWS 


begins on p. 34 


business now is estimated at more 
than $2 billion and such expendi- 
tures are increasing at more than 
double the rate of over-all capital 
expenditures. 

He said the new publication will 
serve engineers and technical man- 
agement men in this expanding 
market. 

Publisher of Control Engineering 
will be W. W. Garey, who has been 
with McGraw-Hill since 1941, and 
who also is publisher of Electrical 
Construction & Maintenance and 
Electrical Wholesaling. 

A pilot issue of the new publica- 
tion was sent to a selected list of 
manufacturers and prospective 
readers in January. Regular pub- 
lication is scheduled to begin in July 
or August. 

Two other publishers 
have announced new publications in 
the automatic control field. Rein- 
hold Publishing Corp., New York, 
says it will bring out Automatic 
Control within the next few months. 
And Penton Publishing Co., Cleve- 
land, announces that its new pub- 
lication, Automation, will make its 
bow late this spring. 


already 


Psychologist named ad manager 
of Cleveland industrial firm 

® CLEVELAND John F. Michael, 
who holds a doctor of philosophy 
degree in psychology, has been 
named advertising manager and 
market analyst of the Cleveland 
Hardware & Forging Co. 

Mr. Michael is a specialist in in- 
dustrial psychology. He has re- 
ceived recogni- 
tion in national 
publications in 
the field of psy- 
chology for pro- 
moting the idea 
that there is a 
real need for 
psychological 
experience in 
industry. 

Mr. Michael formerly was man- 
agement engineer at Lincoln Elec- 
tric Co., Cleveland, where he 
learned shop practices through ac- 
tually working in the shop for short 


Michael 


periods. Before joining Lincoln he 
was a market analyst for the Fire- 
stone Tire & Rubber Co., Akron, O. 

Mr. Michael belongs to several 
organizations of psychologists as 
well as the Cleveland Advertising 
Club and the American Marketing 
Association. 


Big Red @)Power Play 


Scores Against the Weatherman 


An Actual Job Report trom (mh) 





. . 4 
Construction Comics . . Cartoon ad- 
vertising moves into industrial field with 

comics” pushing International 


r earth-moving equipment. 


IH combines case histories 

and comics in 1954 ads 

® CHICAGO International Har- 
vester Co., Chicago, has combined 
case histories with comics to push 
its earth-moving equipment. 

The IH cartoon campaign is now 
running as four-page, four-color in- 
serts in 11 construction publications. 
The first insert, which appeared in 
March, tells the story of contractor 
Paul Crawley and his success using 
IH “Big Red” TD-24 crawler trac- 
tors and scrapers on a tough flood 
control project. 

Four such cartoon sequences are 
planned for 1954. Reporter-photo- 
grapher teams are gathering the 
case histories for the series. Leo 
Burnett Co., Chicago agency, is pre- 
paring the series. 

Publications in which the first 
cartoons a»vpear are Better Roads, 
Civil Engineering, Construction 
Equipment, Construction Equip- 
ment Operation & Maintenance, 
Construction Methods, Constructor, 
Contractors & Engineers, Eastern 
Construction Digest, Engineering 
News-Record, Excavating Engineer 


Continued on page 42 
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L to R: Public Works Commissioner Paul James, Mayor Irving C. Freese and Comptroller Louis Kupan 
check performance of motor grader on street paving job. 


Insert: Comptroller Louis Kupan 


How To REACH MUNICIPAL PURCHASING OFFICIALS 


OU want to reach the pur- 

chasing officials, the men who 
buy for the local government. It’s a good ob- 
jective, but don’t let titles fool you. For example, 
consider Mr. Louis Kupan, of the City of 
Norwalk, Connecticut (population 49,460). 
Officially he has the title of Comptroller. Act- 
ually he is also Norwalk’s Purchasing Agent. 
When selecting equipment, he works closely 
with Mavor Irving Freese, Public Works Com- 
missioner Paul James, and other department 
heads. All of these officials subscribe to THE 
AMERICAN CITY. 


Only a minority of city and town govern- 








[irom City 





ments have formal purchasing departments, 
headed by a man with a title of Purchasing 
Agent. Even in these towns purchasing recom- 
mendations are made by the city engineer or 
superintendents in charge of public works, 
water works, sewerage, and parks. The City 
Manager and Mayor have their say, too. 
The purchasing pattern differs from town to 
town, depending on the form of government. 
Whatever the pattern, THE AMERICAN 
CITY covers it, reaching both the engineers 
and the administrative Officials. Stimulate your 
sales to cities and towns by investing in THE 


AMERICAN CITY. 
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It’s coverage like this 
that makes sales in 
the Electric Power Industry... 


This is how Electric Light and Power carries your sales story to the important 
men in the electric power industry. 


Look at the titles of the men in the Philadelphia Electric Company who are now 
receiving this magazine. These are the company’s key men. These are the men 
who influence buying. These are the men you will have to sell. And these are the 
men you will reach through Electric Light and Power. 


Electric Light and Power gives you this same penetrating coverage in every 
leading power company in the nation. It’s this breadth and depth of coverage 
that gets your sales story to buyers that your sales people may never reach — 
may not even know about. 


This is coverage that will give valuable sales support to your own personal selling 
efforts — keep your sales story constantly in front of the men who will be spending 
billions of dollars for materials and equipment. 


The Electric power industry is still expanding. This year — next year — and for 
many years to come, you will see announcements of new multi-million dollar 
projects. To get your share of this future business, keep your sales story in every 
issue of Electric Light and Power. Key men read it. It is the only magazine serving 
the electric power industry exclusively. The Haywood Publishing Co., 22 East 
Huron St., Chicago 11, Illinois. 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 

CHICAGO 11, ILL. CLEVELAND 15, OHIO NEW YORK 17, N. Y. WEST COAST 

22 East Huron St. 1836 Euclid Ave. 101 Park Ave. McDONALD-THOMPSON 
WHitehall 4-0868 |PRospect 1-0505 MUrray Hill 3-0256 San Francisco Los Angeles 
Walter J. Stevens John E. MacArthur J. H. Thomson Seattle Dallas 
G. E. Williams W. A. Clabault 


ng, 
a 
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The Philadelphia Electric Company’s new Cromby generating station now under construction 
near Phoenixville, Pa. The first 150,000-kw unit will be in operation during the summer of 1954, 
and the second of 200,000-kw, one of the world’s largest, is scheduled for completion in 1955. 


This company serves an arva of 2,340 square miles in southeastern Pennsylvania and northern 
Maryland, containing a population of three million people. Since the end of World War II, it 
has spent $387 million for new electric, gas and steam facilities. 


The Philadelphia Electric Company is an excellent example of how electric power companies 
are continuing their expansion programs. This company is now spending at the rate of one 
million dollars a week for new and improved facilities. This is the kind of a market you reach 
through Electric Light and Power. 
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1390 aUPER MARKET 
FOR MECHANICAL 
ENGINEERS 


| 


i 


MECHANICAL 
CATALOG 





InSMC, busy mechanical engineers 
find product facts fast, up-to-date, 
accurate. Mechanical Catalog is re- 
quested and consulted year-long by 
these 15,000 mechanical engineers who 
are looking to specify and buy. That’s 
why 272 leading manufacturers de- 
scribe and illustrate their products 
in the 1954 MC ...and why an even 
greater number are depending upon 
Mechanical Catalog to help sell their 
products in 1955. 


Right now while there’s still time, 
complete your plans for sales through 
MC—the super market for mechani- 
cal engineers. Reserve space today and 
send copy as soon as possible. Dead- 
line for 1955 Mechanical Catalog is 
June Ist. 


SOURCE OF INQUIRIES 
AND ORDERS FROM THE 
MECHANICAL INDUSTRIES 
FOR 43 YEARS. 


MECHANICAL 
—. CATALOG 


. Published by 
| THE AMERICAN SOCIETY OF | 
MECHANICAL ENGINEERS 


© | tors 
| | changes of address so they wouldn't 





29 West 39th Street 
New York 18, N. Y. 
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‘and Roads & Streets. 

Before embarking on a full-scale 
|campaign, IH made a test run on 
| the “comics” by running one panel 
| series in a construction publication 
and mailing it out to a_ selected 
|group of equipment operators. 
| Success of the cartoon technique 
opera- 
giving 


| was proved when several 
wrote IH distributors, 


|miss the adventures of “Big Red.” 


. |Evans and Bennett promoted 


at Joseph T. Ryerson & Son 
| @ CHICAGO Keith J. Evans has 
| been appointed director of market- 
ing and public relations for Joseph 
T. Ryerson & Son, Chicago steel 
distributing company. 

Mr. Evans formerly was advertis- 
ing and sales promotion manager. 


Evans Bennett 


He was succeeded in that post by 
| Lowell M. Bennett, who has been 
|in the sales promotion department 
| since joining the company in 1953. 
Mr. Evans has been advertising 
| manager at Ryerson since 1917. He 
| joined the company in 1912. He was 
ithe first president of the National 
| Industrial Advertisers Association, 
| when it was founded in 1922. And 
he is a member of the Association 
of National Advertisers, American 
| Marketing Association, Chicago In- 
| dustrial Advertisers Association and 
| the Advertising Executives Club. | 
| Other appointments at Ryerson 
jare: J. H. Piltz, manager, sales 
analysis; Walter K. Creal, assistant 
|manager, public relations; John W. 
| Atkinson, manager, advertising pro- 
|duction; Norman T. Redmond, edi- 
|tor, “Ryerson News”; Bertil E. An- 
|derson, assistant manager, market 
|research, and Miss O. B. Werner, 
supervisor, letter improvement pro- 
gram. 





Advertiser Changes . . 


Sormane 


Walter Sormane . . former sales manager, 
Yommercial Equipment Dept., Hotpoint Co., 


thicago, has been named to a newly 


created position as manager marketing. 
Leonard Smith, 
manager, has been named sales manager. 
Jack E. Schneider, former advertising and 
sales promotion manager has been named 


former Cleveland district 


merchandising mana Jer. 


Clifton Carr . . former advertising account 
manager, industrial accounts, Westing- 


house Electric Corp., has been appointed 
and sales promotion manager, 
ican Type Founder, Inc., Elizabeth, 

Robert A. Tobias, director 


become 


advertising 
Amer 
N. J. 

f marketing, 


in charge 


former 
has vice-president 


of sales. 


Elmer L. Weil . . has been appointed prod- 
manager of Rez for Monsanto 


St. Louis. 


uct sales 


chemical Co., 


George E. Trisler . . former district repre- 
Salem, O., pump 
has been named sales pro- 
Robert L. Davis, former 
has 


sentative, Deming Co., 
cturer, 
mction manager. 


sales representative, been named 


sales manager. 


. E. Midwood .. has been named adver- 


ising manager, Certain-teed Products 


rp., building materials manufacturer, 


Ardmore, Pa 


Leonard T. Thomasma. . former assistant 
general sales manager, Todd Co., Roches- 
ter, N. Y., has been named general sales 
Robert W. Geoghegan, former 
midwest divisional manager, will become 


manager. 
his assistant. 


James H. Hurley . . former assistant ad- 


vertising manager, Masonite Corp., Chi- 
cago, has been named advertising man- 
Freeman E. Fish, former assistant 


sales promotion manager, has been named 


ager. 
sales promotion manager. 


Julian F. Warren . . former merchandise 
manager, Coleman Co., Wichita, Kan., 
has been named director of advertising 
Leland C. Ginn, 


Continued on page 44 
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THE DOOR IS OPEN 


TO THE RICHEST MARKET 
IN THE WORLD 


ESTIMATES PLACE 1954 CONSTRUCTION 
| | ACTIVITY IN THE $40,000,000,000 BRACKET* 
4 


ee | 


2 ery 
PAREN SO KRe5. 








LAL Pos + In 1953, an estimated 46.5 billion dollars was spent for new con- 
a0 struction, maintenance and repair. This makes the construction 
industry the largest single market in the United States, surpassing 
even the huge agricultural market. Estimates for 1954 indicate the 
rich market will continue in the 40-billion-dollar class. 


And the door to the construction industry is wide open 
to your advertising message! 


The keys to this door in ’54 are the regional Associated Construc- 
tion Publications. Busy construction men take time-out to read 
the pages of their ACP book. There they find where their next 
job will be, how work is progressing on other projects, what their 
competitors are doing, and there they find who sells your equip- 
ment in their territory. 











Associated Construction Publications are ‘must’? media for your 
advertising schedule—to keep the door open to the richest market 
in the world. 








*Estimated volume of 1954 construction THESE KEYS OPEN THE 


activity based on Associated General Con- 


tractors of America reports: D Oo 0 R ¢ 0 Ae Y re) wu eee 


Construction Bulletin Construction Digest Constructioneer : 
The key to 5,802 doors in the ‘The kay to S087 Gane the East G 12,011 doors in the Mid- 

North Central market, with North Central market, with circu- Atlantic area, with circulation in 
circulation in Minnesota, North lation in Ohio, Indiana, and IIli- New York, Pennsylvania, New 
Dakota, South Dakota and Iowa. i Jersey, Delaware and Maryland 


Construction 
The key to 3,241 doors in the rich 
North Paceline, Virginia and West 
Virginia construction market. 


Michigan Contractor & Builder Mid-West Contractor 
The key to 3,363 doors in the ac- Opens 6,308 doors in the Kansas, 
a, South tive Michigan construction mar- lowa, Western Missouri, Okla 
stern Tennessee ket, ap Nebraska construction 


Construction News 
Opens 7,050 doors in the Arkan- 
sas, Eastern Missouri, Louisiana, 
Oklahoma, Mississippi and West- 
ern Tennessee markets. 


Rocky Mountain Construction Southwest Builder & Contractor 
The key to 6,137 doors in the Colo- Opens 6,792 construction doors in 
ee Mexico, Utah. Wyo- : California, Arizona and 
ming, Eastern Nevada. Eastern Southern Nevada. 
Ariztna eonstraction market. 4 


iy in Southern 
ifmoig Kentucky Eastern Mis- 
‘Tennessee, North 


ain. He H 
Mississippi and Arkansas. ned by this key. 


For facts and data on the keys to the $40 billion construc- 
tion market, or on the key to any part of that market, 
write Gordon Anderson, Secy., 1022 Lumber Exchange 
Bldg., Minneapolis, Minnesota. 


(Special representative for group only: Jack Bain Company, 545 


market. 
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“From first line 
on blueprint to first 
flow of traffic, 
Civil Engineers 
direct construction 
of New York’s 


99 


Thruway. 


Says Bertram 

D. Tallamy, 

A.M., ASCE, 

Supt., New York State 
Dept. of Public Works, 
Chairman, New York State 
Thruway Authority 


“Stretching across the Empire 
State, New York’s Thruway will 
stand as a tribute to the ingenuity 
of Civil Engineers. They have 
directed the planning and construc- 
tion of this great project from its 
conception. Representing the State, 
the Thruway Authority, and as 
members of contractor organiza- 
tions, Civil Engineers will continue 
to supervise construction until the 
entire Thruway is opened to traffic.” 


Only CIVIL ENGINEERING 
alone can sell 
37,000 Civil Engineers. 


Here’s why: 


BB civit ENGINEERING is the only national 
periodical published exclusively for Civil 
Engineers. 

90% of CIVIL ENGINEERING’s 37,000 
readers have met the rigid education and 
experience requirements for membership 
in the American Society of Civil Engineers. 


EE Civil ENGINEERING’s authoritative edi- 
torial content is written by top-flight en- 
gineers actively engaged in important 
projects. 


BB righ reader interest produces results — 
36,715 inquiries from one issue alone. 


Gh advertisers pleased — 91% of 1952's ad- 
vertisers were back again in 1953. 


Engineers are educated 
to specify and buy! 


ee mone ae 


CIVIL =) 
ENGINEERING 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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begins on page 34 
former assistant to the sales manager 
the heating and air conditioning division, 


was namea merchandise mana Jer. 


R. A. Richards . . has been named man- 
jer, bonding materials division, Bakelite 

New York. He has been with the 

company’s D 

former sales man 


Millard D. Shriver 


ager, Faneuit, inc., 


Chicago, has been 
yeneral sales manager of the par 
rganization as well as its Panascan 


v. and a subsidiary, Panalarm Products 


zener al sales man 


William N. Brock . 
ager, Chase Bag Co., Chicago, has been 
elected vice-president and general sales 


manager. 


Paul W. Norris . . former sales manager, 
Pump & Control Div., Denison Engineering 
Co., Columbus, O., has been appointed di- 
Robert H. Krepps, former 
assistant sales manager, Multipress Div., 
has been named sales manager. Robert 


R. Hyatt has been appointed director of 


rector of sales. 


industrial relations. 


Glen F. Evans . . has been named adver- 
tising manager, John Wood Co., Bennett 
Pump Division, Muskegon and Hart, Mich. 
W. R. Huber .. former general manager 
of retail marketing, Gulf Oil Corp., Pitts 
burgh, has been named general 


f public relations. 


Albert G. Karstens . . has been named 
national account supervisor, Acre Steel 
, Chicago. Theron P. Schulz has been 


named special representative for the cen 


tral saies area. 


Donald L. Price . . former sales manager 
of the eastern region, Abrasive Div., Nor- 
Co., Worcester, Mass., 


ton has been 


named sales manager for 


Raymond W. Hermanson . . former gen- 
eral sales manager for Tubing Alliance 
a has been named airector of sales 


lanl 


und advertising, Merit Mig. Co., Culver 


City, Calif., manufacturer of flexible grind- 


sanding wheels. 


ing and 
Harvey M. Michelson former home 
ffice sales trainer, Minnesota Mining & 
Mfg. Co., St. Paul, Minn., has been named 


supervisor for printing products. 


Fautin J. Solon, Jr. . . vice-president, Glass 
Toledo, O., has been ap- 
president in 


Fibers, Inc., 
pointed assistant to the 


charge of public and trade relations. 
William L. Whitcomb, former assistant to 
the advertising manager, has been named 


a ivertising manager. 


Russell W. Bill . . former eastern district 
manager, Shakeproof Div., Illinois Tool 
Works, Chicago, has been named sales 


manager. 


Electric Storage Battery Co. . . Exide In- 
dustrial Div., Philadelphia, has made the 
following personnel changes: Thomas H. 
Dooling, former Pacific Coast sales man- 
ager, has been named western industrial 
sales manager; Herbert F. Sauer, former 
midwestern industrial sales manager, will 
handle sales and service for branch of- 
fices in Chicago, Cleveland, Detroit, Kan- 
sas City, Mo., Minneapolis and St. Paul; 
C. W. Wilson, former assistant manager, 
Chicago, will become Chicago branch 
manager; Willard W. Grundel will be- 
come San Francisco branch manager. 


James M. Olive . . former account super- 
visor of the Industrial Advertising Sec- 
tion, General Electric, Schenectady, N. Y., 
has been named manager of advertising 
and sales promotion for the central dis- 
trict of the Apparatus Sales Division. 


O. B. Wilson . . has been named general 
sales manager of the Brown Instruments 
Division, Minneapolis-Honeywell Regulator 
Co. He has been industrial manager for 
the company’s eastern sales region. 


Robert W. Clyne . . former divisional 
sales manager, American Steel Foundries 
Co., Chicago, has been elected vice-presi- 
dent-marketing, Pressed Steel Car Co., 
New York. 


Francis J. Kinsella . . has been named 
manager of outside sales for Standard 
Pressed Steel Co., Jenkintown, Pa. He 
was the organization’s midwest regional 


sales manager. 


Monsanto Chemical Co. . . has announced 
appointment for four product sales man- 
agers in its plastics division. They are 
F. E. Woodill, sheets and Vuepak; M. G. 
Caine, Opalon resins: S. F. Sylvester, 
textile resins; and J. B. Clopton, monomers. 
All have been transferred from previous 
positions with the company. 


Thomas L. Arnold . . has been named 
sales manager for the heating division, 
Fedders-Quigan Corp., Buffalo, N.Y., after 
serving in a similar capacity with the 
Bush Mfg. Co., West Hartford, Conn. 


Beg Pardon . . An announcement was 
published erroneously in the February 
issue of Industrial Marketing that John L. 

Continued on page 46 
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AGAIN AMONG THE 


; a t top 10 


MONTH 
FOR 
48 YEARS 


INDUSTRIAL PUBLICATIONS 
aud 


First among Metalworking Monthlies 


ae Paes 426 1* 


Again ... MACHINE and TOOL BLUE BOOK joins the ranks 
of the nation’s TOP TEN industrial publications in advertising 
volume! And of course . . . this means that MACHINE and 
TOOL BLUE BOOK is FIRST in advertising volume among ALL 
monthly metalworking publications! 


ie. pas 4022 . 
GAIN 239 


* Includes Directory Issue 


Plus Valees— 


Circulation Verified by Western Union 
More than 95% Personalized 


This enviable position among the nation’s industrial publica- 
tions did not happen by chance. It represents, in fact, the 
confidence advertisers have in the sales-producing results of 
MACHINE and TOOL BLUE BOOK and MACHINE and TOOL 
BLUE BOOK DIRECTORY. It represents the power of the alert, 
readership-building editorial content of the BLUE BOOK... 
the impetus which makes all advertising effective. With such 
a combination for SALES . . . coupled with outstanding past 
performance .. . the BLUE BOOK offers you the opportunity to 


High Pass-along Circulation — total monthly 
readership exceeding 141,000 

Pioneer Publication with Controlled Circu- 
lation — CCA audited 

First Pocket-size Publication fer the Metcl- 
working Industry 

Square Back— Opens Flat. Easy to read 
and use 

Special Type Binding — SEWED — same as 
a $4 book. Permits use of 7” x 10” plates 
as unbroken spreads 

Low Cost per Thousand 

Produces Results 

Published Monthly since 1906 


reach and SELL an audience of over 40,000 plant superin- 
tendents, works managers and other production executives. 


We extend our sincere appreciation to those responsible 
for this achievement .. . our readers and advertisers .. . whose 


confidence and continued loyalty made such a record possible. 


WRITE FOR 24-page Data File based on NIAA Outline. Latest 
market figures, government statistics and publication data. 


Mackineand Teo! BITE BOOK 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 








lf You Want to Sell 


Manufacturers of Lumber @ Plywood and 
Veneer @ Wood Containers @ Furniture @ 
Millwork @ Flooring @ Prefabs @ Other 
Wood Products @ Large Industrial Wood 
Users 











Use this fast-growing A.B.C. 
book and get coverage where 


and 


Wood 
Products 








Net paid circulation up 


Is. T%" 


& WOOD PRODUCTS is 
the $9 Billion Forest 
ry t being bought and 
I ind more top management 
and production executives because its dy 


WOOD & — 

leadership is its © 
re 9 

ot 1953-—-on top of a 0 

six months! And oped 

UALITY COVERAGE! WOOD & 

CTS readers have the author- 

buy what you have 

pond ng, too, in terms 

i reflect- 


W/WP Delivers All This 


1. Concentrated coverage of the larger op- 
erations—the 28°% who produce 88% of the 
total industry output. 

2. High readership among TOP EXECUTIVES 
who specify purchases of products, equipment 
or services used in the manufacturing, process- 
ing and handling of lumber, plywood, veneer, 
hardboard, furniture and hundreds of wood 
products. 

3. Planned editorial content that accents 
streamlined plant layouts, modernization of 
production equipment and machinery, better 
management and marketing methods. 

4. An audience thot's conditioned and ready 


een the new WOOD & WOOD 
for a sample copy today. 
he huge market covered 


acts abou 
. WOOL _PRODUCTS, ask for our 
luding a recent reader- 


publisher's statement for six 
months ending December 31, 1953. 


wooD 
& WOOD PRODUCTS 


A VANCE PUBLICATION @ 
139 No. Clark St. * Chicago 2, Ill. 


Phone: Financial 6-5380 
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(im) NEWS 


Callahan had been named industrial ad 


vertising manager of Permacel Tape Corp., 
New Brunswick Actually, Mr. 
f ee 
uncement should have said that 
Mr. Callahan has announced the appoint- 
‘ranklin W. 


manager. 


ment of F Bartle as industrial 


advertising Bartle was for- 
advertising manager, Star-Kimble 


Printing Press & Mfg. Co., 


has been 
named to handle adverti j for the Rail 


Robert Wechsler . . former 


tor 


as manager 


VV 
viount Vernon 


Josephson, Gulick & Cuffari . . Mo 

N. J., has these new -counts: Atlantic 
Yhemical Co., Passaic Clifton Paper- 
board Co., and Industrial Television, Inc., 
both of Clifton, N. J. and Tel-O-Tube Cor 


East Paterson, N. J 


Kerker-Peterson & Associates . . Minnea 
have been named to handle 
Central Research Labor 
; manufa 


paratus 


Ketchum, MacLeod & Grove . . Pitts 
has been appointed I j 
tions activities 


f Mechanical 


Fredric R. Kleimen Advertising . . Chica 
jo, has been named to handle advertising 
for Leitner Equipment *hicago manu 
facturer of restaurant food service equi; 
ment. 

Gassaway Advertising Agency . . New 
York, will handle promotion of asbestos 
sheet and gaskets, and pump units for 


Durabla Mfg. Co., New York. 


Gordon P. Sutherland . . 
director of advertising and sales promo- 


rmer assistant 


tion, Pittsburgh Corning Corp., has joined 
Marsteller, Gebhardt & Reed, Pittsburgh, 


as assistant account executive. Charles 
W. Russell, former advertising manager, 
St. Louis Livestock Reporter, has been 
named assistant to the research director. 


Sanger-Funnell New York, has added 
three accounts: West- 
bury, N.Y., maker of cold headed fasten- 
ers; Advance Solvents & Chemical Corp., 


John Hassall Inc., 


New York, manufacturer of chemicals for 
the paint and plastics industries, and Ham- 
marlund Mfg. Co., New York, manufacturer 


of communications equipment. 


Langeler Advertising . . New Haven, 
Conn., has the following new accounts: 
Durham Mfg. Co., 


facturer of metal boxes, and Technical 


Durham, Conn. manu- 
Measurement Corp., New Haven manufac- 


turer of nuclear instruments. 


J. A. Cormack Advertising . . Milwaukee, 
has changed its name to Cormack-Imse- 
Beaumont. Gordon Inse joined the agen- 


cy in 1948 and Dennis Beaumont in 1953. 


John Carmichael .. has been named man- 
ager of the printing division of Sidney 
Donald 
the ad- 
vertising manager, Littleford Bros., will 


Mullikin Associates, Cincinnati. 


Rottenberger, former assistant t 
become Mr. Carmichael's assistant. 


Harry W. Smith, Inc. . . New York, has 
moved to new and larger offices at 41 E. 


42nd St., New York. 


Sutherland-Abbott . . Boston, 
named to handle advertising for American 
Attleboro, Mass. 
facturer of reinforced waterproof 


has been 
Sisalkraft Corp., manu- 


papers. 


James Thomas Chirurg Co. . . New York, 
has been named to handle advertising for 
all divisions of Standard Packaging Corp. 


Ovesey, Berlow & Straus . . New York, 
has been named to handle advertising for 

Equipment Corp., Union, NJ. 
Henry A. Loudon, Advertising . . Boston, 
has been appointed by Porter-McLeod Ma 


rc 


chine T. 


Dorothy Paretti . . has been appointed 
& Freede, New 
was formerly with Royal & 


media director, Riedl 
York. She 


deGuzman 


Charles W. Kopf . . has joined Kenyon 
& Eckhardt, New York, as copy contact 
for the chemical and plastics division, 
Eastman Chemical Products. He was for 


merly with BBDO. 


Feeley Advertising .. New York, has been 
named to handle advertising for the Die 


Supply Co., Cleveland. * 











Everybody knows 
where Mount Vernon 
can be found... but 


how many buyers of industrial equipment know 
where to buy your products quickly ? 


You can identify your distributors and agents easily 
and economically by using Trade Mark Service in 
the convenient ‘yellow pages’ of telephone directories. 


With Trade Mark Service, your trade-mark or brand name 
is featured and under it appears the list of your local 
outlets—their names, addresses and telephone numbers. 


Don’t risk losing future customers and interested 
prospects. Call the Classified Directory Representative 
at your local telephone business office. He will be 

glad to show you how Trade Mark Service can fit 

into your sales program. 
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Stickin Around 
with KLEEN-STIK 
NOTHIN’ STUMPS KLEEN-STIK! 


Honestly —there seems to be no end 
to new and clever uses for KLEEN- 
STIK! Every day, more people are 
finding new ways to save time . 

save money... and doa better job 
of Point-of-Sale display or labeling 
with this wonder-workin’ pressure- 
sensitive adhesive. F’rinstance: 





Amazo zo, ?™ 
INSTANT DESSERT <=> 


As demonstrated by Dave Gorroway on ‘today NBC TV 


““Amaz-ing” Shelf Talker! 


TV star Dave Garroway ‘“‘talks up”’ 
the advantages of AMAZO Instant 
Dessert from grocers’ shelves with 
this slick marker. It’s the brain 
child of American Maize Co.’s 
W. R. HARMAN, plus CONNIE 
VALESEY and JOEL COURON of 
KENYON-ECKHARDT’s N. Y. 
staff — with JOE MURPHY of 
FENN & FENN handling the fine 

rinting and die-cutting job. Food 
we and wholesale grocers say 
their men enjoy placing these “nif- 
ties’’—all they have to do is p-e-e-l 
the backing from the KLEEN-STIK 
strip and press down on the shelf! 


Seeing Things??? 

Nope —those footprints on the ceil- 
ing weren’t put there by a “human 
fly’ —they’re just an extra-clever at- 
tention-getter to tell Fort Wayne 
bus riders that “It’s Just a Few 
Steps to HOWARD’S Camera and 
Gift Shop.” The idea, “dreamed up” 
by ED WADE, Acct. Exec. for 
LOUIS E. WADE ad agency, Fort 
Wayne, in collaboration with ROD 
HOWARD, attracted a terrific 
amount of attention—and no won- 
der! Naturally, they chose KLEEN- 
STIK for the die-cut Bus Stop sign 
and footprin‘s, because of its simple 
peel-and-press application and super 
adhesion on the curved ceilings. 


Nothin’ will stump you, either—if 
you use super-sellin’? KLEEN-STIK 
for *‘socko”’ Point-of-Purchase ad- 
vertising. Your own printer or lith- 
ographer can supply you with stock, 
and with ideas galore. And you can 
join our free *‘Idea-of-the-Month” 
Club just by sending your name on 
your company letterhead. Do it 
today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, lill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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in Industrial Marketing 


by BOB AITCHISON 


Treat the space reps right 
and you'll learn something 


A few months ago the Chicago Indus- 
trial Advertisers Association along with 
the Milwaukee and Rockford chapters of 
NIAA conducted a round-table meeting 
where separate groups held open discus- 
sions on various advertising and market- 
ing subjects. 

I was unable to attend the meeting, but 
one of the subjects interested me. It was 
billed, "Handling Space Saiesmen.” 

Frankly, space salesmen are a problem 
to me. I just don’t have time to talk tc 
them. Secondly, I consider it unnecessary 
inasmuch as I have been in industrial ad- 
vertising four or five years and know the 
various publications in my field. How do 
other people get around the space sales- 


men problem? . . Advertising Manager 


® MY GOOD FRIEND . . other people 
do not get around the space sales- 
men problem for the simple reason 
that there isn’t any such problem. 

And I know of no industrial ad- 
vertising man with four or five 
years’ experience eight or ten 
years .. or 15 or 20 years experi- 
ence who would say that he 
knows everything there is to know 
about the publications in his field. 

I did attend the joint meeting 
you mentioned; however I did not 
happen to sit in on the “Handling 
Space Salesmen” round table dis- 
cussion. So, unfortunately, I can’t 
tell you much about it. However, 
with all respect to .he people who 
planned and conducted the meet- 
ing, I must say that I think the title 
choice was not a good one. 

I believe most people will tell you 
your attitude toward space sales- 
men is not justified . . and I certain- 
ly will. Here are some reasons. . 
to name just a few: 


1. Space representatives can def- 


initely be helpful to you in handling 
your job as advertising manager. 
They call on many other ad man- 
agers and on many advertising 
agency men. They see and hear 
about advertising and promotion 
practices that have been successful, 
and frequently, without violating 
confidences, can pass these ideas on 
to you. This is not to say they can 
or should tell you how to run your 
job. 


2. If you're really interested in 
knowing more about your com- 
pany’s markets, your space repre- 
sentative can be a gold mine of in- 
formation. More likely than not, 
his publisher spends thousands of 
dollars annually compiling market 
information. And it is available to 
you for the asking. 


3. If you are to do a good job of 
selecting media, you must be famil- 
iar with the editorial content of the 
publications directed to the mar- 
kets you wish to reach. In your 
field, the metalworking field, there 
are a number of good publications. 
It isn’t possible for you to do a 
really thorough job of reading each 
issue of each publication . . but 
your space rep can, once or twice 
a year, drop in and briefly review 
with you the publication’s editorial 
coverage. This is important be- 
cause publications may, over a pe- 
riod of a year or two, change the 

slant of their editorial material. 
We all know the occasional space 
representative who hasn’t taken the 
time or trouble to find out what 
product your company manufac- 
turers and sells who wastes 
Continued on page 50 





(Advertisement) 


in selling the 
process industries 


by AL JEFFERY 


Specifiers are too busy 


to play hide and seek 


with your product data 


n the process industries, specifiers 
are as anxious to buy as you are to sell. 
These men, who work in teams on highly 
secret projects and processes, guard their 
signals more carefully than quarterbacks 
on the football field. Though they seldom 
talk to outside salesmen, these process 
men must have instant access to thousands 
of technical facts on hundreds of diversi- 
fed products and services. 


It is true that hundreds, often thousands 
of individual catalogs are received each 
year by any sizable process plant. The 
question here is whether the right catalogs 
go to the right men. And when any one 
individual is swamped by- scores of cata- 
logs, he soon becomes exhausted playing 
hide and seek with your product data. 
Regardless of the number of individual 
catalogs he has jammed into closets and 
packed into file cabinets, you will find 
that he keeps Reinhold Catalogs within 
arm’s reach. 


In Chemical Engineering Catalog (CEC) 
and Chemical Materials Catalog (CMC), 
nearly 3,000 pages of product informa- 
tion are bound to help process men solve 
today’s problems—fast, confidentially, 
without waste time. Each Reinhold Cata- 
log is exceptionally easy to use...com- 
pletely indexed by company, product, 
trade name and functional guide. De- 


signed by process men for process men, 
Reinhold Catalogs carry the selling liter- 
ature of approximately 700 leading man- 
ufacturers. In many cases manufacturer's 
familiarity has been established as a result 
of Reinhold’s re-distribution program. For 
Y4 of a century the catalogs have been 
part of college instruction in process de- 
sign where a habit of use was developed 
before plant careers began. 


Since 1916, Reinhold Catalogs have 
proved to be the surest, soundest, most 
economical means of putting your sales 
literature in the hands of the right men 
in the right plants ...and keeping it there 
for 365 days. Our files are filled with 
recent direct reports from thousands of 
users. Your Reinhold Catalog district 
manager gladly will show you proof of 
how these busy specifiers in the process 
industries use CEC and CMC to make in- 
quiries and place orders. And you'll be 
amazed at how little it costs to use such 
effective sales tools. 





Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


® process equipment 
® engineering services 
materials of construction 


PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 


Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? HERR <O 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 
up-to-date data on 


properties, specifications 
and applications of 
chemicals and raw materials, 


Reinhold Publishing Corporation 
330 West 42nd St., New York 36,N. Y. 
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U.S.E. makes 39 regular-formula gums — 
plus specials like GRIP-QUIK®. 


Paper is tested for folding qualities. 


ADVERTISING MEN 
looking for good ideas 
will find them in 


Boxes are quality-made at U.S.E. 


envelopes can be 
used to advantage 


types and sizes 
are best for each use 


it pays to specify 
U.S.E. Envelopes 


How good is “good enough?” 

Two envelopes may look alike at first glance, yet be quite different 
in strength, color, opacity, surface, precise folding, smooth gumming, 
safe sealing, accurate count, sturdy packaging. . . . A fault anywhere 
along the line can cause trouble for you. 

So why take chances? WHY not make sure that the envelopes 
you buy are-geod_all the way? And to find out what to look for, send 
for the book “What's in it for me?”. Yourltfind-it-fast cover-to-cover 


. ™, 
reading. ~™ 


has this book for you? 


The world’s largest manufacturer of envelopes, and your) envelope 
supplier. Ask for the complete story: the “Handbook” which tells 

W..and WHAT; and the book “What's in it for me?\ which tells 
WHY. Together thty-reveal—whar’s_in it for you. y 


—— 


2 ANY Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 
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problems .. 


begins on p. 48 


your time with too much small talk, 
too many pleasantries . . who ap- 
pears with about 50 pounds of bro- 
chures and mimeographed material, 
and expects you to absorb it all in 
one sitting . . who talks more about 
competitive publications than he 
does his own . . who tells what's 
wrong with the competing books 
instead of telling what’s right with 
his. 

But for the most part, you'll find 
your space rep a well educated, in- 
telligent sort of a follow who is in- 
terested in being helpful to you. 
The next time he shows up, sur- 
prise hell out of him .”. you take 
him to lunch. 


A few years ago, INDUSTRIAL MARK- 
ETING published an article on the income 
f industrial advertising managers. 

Did this study, or any other study you 
may know of, show any relationship be- 
tween a person's earning power and the 
xmount of formal “advertising education” 


he has had? . . Advertising Director. 


® I KNOW OF NO conclusive findings. 
Back in 1946, Professor Charles L. 
Allen, assistant dean and director 
of research of the Medill School of 
Journalism, Northwestern Univer- 
sity, made a somewhat limited study 
on the subject, among former 
Northwestern students. His find- 
ings showed that journalism and 
“advertising” graduates with a 
master’s degree were earning ap- 
proximately $60 a month more than 
graduates with only a_ bachelor’s 
degree. 

Professor Allen, however, points 
out that his findings were based on 
an extremely small sampling, and 
can in no way be considered con- 
clusive. 

INDUSTRIAL MARKETING is currently 
preparing to do another survey on 
the incomes of industrial advertis- 
ing managers. Questionnaires, in 
addition to asking for detailed in- 
come information, will also request 
the respondent to tell whether he 
has had formal advertising educa- 
tion, and if so, how much, degrees, 
etc. 

Results of the study will be pub- 
lished in an early issue of IM. e 





Petroleum Gas Industry 


In the Liquefied 
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A Typical L.P. Gas Bulk Plant Distributor-Dealer Salesroom 


THESE BIG buyers fall in three groups—the biggest 
being the bulk plant Distributor-Dealers, who sell 
tank gas at a national average price of 14c a gallon. 


It stands to reason that when you can deliver fuel at 
14c a gallon, you'll sell far more appliances and equip- 
ment than the’ dealers who sell only bottled gas at an 
average of 37c. That’s why these “tank gas” Distrib- 
utor-Dealers are the big wheels in the sale and installa- 
tion of domestic appliances—and virtually preempt 
the field in the sale of commercial, agricultural, and 
industrial appliances and equipment. 


The other two groups of big buyers are the Utilities, 
with piped town systems—heavy buyers of equipment 
and of the appliances for which there is a demand in 
their areas; and the LPG Producer-Marketers—heavy 
buyers of equipment. 


These three groups comprise 5,218 known bulk plants 
(December 1953 count) in the United States, Canada 
and Mexico. You are selling ALL of them when you 
use BUTANE-PROPANE News, which reaches 


BUTANE-P 
oo 


A JENKINS PUBLICATION 


You'll sell more by 
selling the BIG BUYERS 


every last one of these big buyers with one or more 
subscriptions. 


No other LPG publication can make this claim 

-no other LPG publication reveals the number of 
plants covered by its circulation...no other LPG 
publication equals the 7,699 bulk plant subscriptions 
of BUTANE-PROPANE News. 


There’s a bonus, too. Because with BUTANE-PRO- 
PANE News you not only reach all the BIG buyers 
but you are contacting several thousand of the better 
bottled gas dealers, LPG design and construction engi- 
neers, manufacturers, and other worthwhile readers 
in the industry. 

Start SELLING MORE right now by selling all the 
BIG buyers, reached only by BUTANE-PROPANE 
News... the pioneer and preferred* publicatior of 
the LPG industry. 





*Proof Of The Pudding: In 8 reader surveys made independently by 
8 different advertisers, B-P News was the overwhelming first chioce 
in every case. The composite margin of preference was 3.32 to 1. 


Write as hy a, 
market and 
circulation facts. 


198 S. Alvarado Street, Los Angeles 57, Calif. 
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Metal Hydrides Inc., Beverly, Mass.—metal 


powders and hydrides, alloy powders; chemical hydrides 


How do they buy in the QPI*? 


From an industry leader comes the 
-@ answer: 


Mr. L. W. Davis, President of Metal 
Hydrides Inc., Beverly, Mass., said, 
“In building our new metal hy- 
drides plant, every item of plant 
equipment and all our raw mate- 
rials were specified jointly by 
development and plant teams, 
working in close cooperation.” 

In the highly complex Chemical Process Industries, 
specifying and buying are team jobs. Plant operation 
and production follow closely on the recommendations 
of research and development. For the advertiser, it 
means just this: to have your products specified into the 


Advertising Management: 

REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N. Y. 
Chicago 


Cleveland 
The Complete Newsmagazine 


of the Chemical World 


San Francisco 
Los Angeles 


Dallas 
Denver 
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Chemical Process Industries, you must reach everybody 
on the buying and specifying team. Chemical and Engi- 
neering News brings your message to them every week. 

President Davis also said, “Personally, I read every 
issue of Chemical and Engineering News. Also, it 
has been the backbone of our advertising program 
for the past five years. It has consistently been our 
best producer of inquiries and sales.” 

To reach the complete buying and specifying team, 
tell your story to 78,234 weekly readers of Chemical and 
Engineering News. 

*Chemical Process Industries 
An American 


Chemical Society 
Publication 


CHEMICAL AND ENGINEERING 


Seattle i a W S 





Has a competitor sold your ‘not interested’ prospect? Try this 


By Emanuel Rosenblat Assistant to the President * Fine Organics, Inc., New York 


If you sell to industry, the chances are 
that the following problem is your prob- 
lem . . whether you know it or not. If 
you are an advertising manager, an agen- 
cy man or any other kind of marketing 
man, it may affect your planning. If you 
are a sales manager, you are doubtless 
way ahead of us. You have already 
mulled the problem. Have you found a 
solution as good as this one? 





® HAS THIS ever happened to you 
or your sales manager? 

You get a sales report from your 
field manager who says that the “X” 
company, a prospect you have lo- 
cated, indicates no interest in your 
“A” product. Shortly thereafter a 
story appears in a local newspaper 
announcing that “X” company has 
bought whopping dollars’ worth of a 
competitive product. 

The boss calls you in to explain. 
You try as judiciously as you can 
to pass off the blame on your field 
manager. You think: just wait un- 
til I get that field manager in and 
have him explain his “no interest” 
report. 

You investigate. You find that 
the field manager was honest: he 
made a standard presentation to the 
purchasing agent. You ask: was 
that purchasing agent honest? 

You go over every detail with 
your manager and his salesmen: (1) 
the pre-approach, (2) finding the 
real buyer, (3) making appoint- 
ments, (4) opening the presenta- 
tion, (5) arousing buyer interest, 
(6) establishing favorable reactions, 
(7) meeting and overcoming objec- 
tions and (8) closing the sale. 

You wonder: have these good 
old-fashioned rules of selling be- 
come obsolete? 


Is It Fraud? .. You want to hide 
behind such defense mechanisms as 
nepotism, reciprocity, collusion, and 
maybe fraud, but can you? You 
ask: where have I failed? how 
would I have made the sale? Then 
a light dawns: am I giving our 
salesmen glittering generalities, or 
specific instructions on how to sell 
the “A” product in particular to the 
“X” company in particular? 

We have had a sellers’ market for 
so long that the buyer has been 
busy selling himself. The time has 
come when we are forced to analyze 
the question, “Who is the real buy- 
er?” What do we have to do to 
apply the rules of salesmanship to 
him when we find him? 

Maybe we have not been finding 
the real buyer. In the attempt to 
“know the customer,’ we discover 
there is no one real buyer. There 
are many buyers. Let’s see why. 

The Industrial Revolution that 
brought mass production and mass 
selling was fundamentally a division 
of labor. Machines and men became 
specialized. But note that this spe- 
cialization, this division of labor, 
was an advancement of technique in 
production. 


Where? . . How is scientific selling 
adapting to the division of labor 
in production? Careful analysis of 
this division of labor shows that the 
industrial manufacturer is working 
with a pipeline from buyer to user. 
In effect, he is selling to a pipeline, 
not to a person. To make that “no 
interest” sale, we have to analyze, 
“where in the pipeline is our sale 
bogged down?” 

The sales manager must focus his 
attention on the division of labor in 
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production. He has located the po- 
tential customer and has called to 
the attention of his field manager 
the prospect’s possible use of prod- 
uct “A.” But the sales manager 
cannot hide behind this fact. He 
was sure that collusion, nepotism or 
reciprocity had spoiled his sale, but 
it turned out to be his lack of un- 
derstanding of the customer’s pipe- 
line. 

As a typical example, what is the 
pipeline for a salesman selling in- 
dustrial chemicals (my own com- 
pany’s product) to the industrial 
consumer? It is composed of the 
project engineer, the customer’s lab- 
oratory, the processing engineer, the 
using shop personnel, and the pur- 
chasing agent. 


What's Your Pipeline? . . To pre- 
tend to tell you the exact personnel 
in the pipeline for your product 
would be presumptuous on my part. 
That is the job of the competent 
sales manager. You, Mr. Sales Man- 
ager. 

Once you have defined the buying 
influences in your pipeline, you can 
applying the time-honored 
rules of personal salesmanship. It 
takes “AIDA,” which, as you know, 
stands for (A) getting attention, (I) 
arousing interest, (D) creating a 
desire and (A) getting action by 
closing a sale. 

In industrial selling, before the 
division of labor became so pro- 
nounced, the man who was to do 
the buying was the one who had the 
desire and the interest, and whose 
attention had to be alerted. It was 
with him and on him that the clos- 
ing techniques were exercised. 

With today’s production based on 
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Results from New Sales Approach. . When Fine O 


wi 


the division of labor, you soon real- 
ize that you attract attention in one 
department, arouse interest in a 
second, create the desire in a third, 
and close the sale in still another. 
By being fully aware of the present 
division of labor, you know that the 
purchasing department is only the 
place where the failure to do your 
job properly shows up as “no inter- 
est.” 

The basic principles of individual 
salesmanship still apply to selling 
industrial material in a somewhat 
specialized way. 

You have to go through all the 
necessary steps of good old fash- 
ioned salesmanship. But, instead of 
doing it with a single individual, you 
have to do parts of the various steps 
with the different individuals; that 
is what makes industrial selling so 
tough today. 


First Rebuff . . For example, in our 
field of industrial chemicals, the 
man most vitally interested and 
whose attention is easiest to get is 
the project engineer. We find this 
man alert, informed, and anxious to 
improve the performance of his 
product. Anything that will do that 
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for his product interests him. The 
door here is now wide open, but, as 
far as he is concerned, you could 
have the best product in the world, 
it still has to do a job to satisfy the 
“man in the shop.” So you hot foot 
it out to the man in the shop, only 
to be rebuffed by the fact that noth- 
ing could be used in the shop with- 
out the approval of the laboratory. 
Getting attention starts with the 
project engineer. Rapport is estab- 
lished at once because his interest is 
primarily the improvement of his 
product. Nevertheless, before you 
can get enough interest to create a 
desire, a certain amount of basic in- 
formation has to be secured. With- 
out this, you can’t derXonstrate the 
reason why your material should 
come off the laboratory shelf, the 
graveyard of salesmen’s dreams. 
No one individual can give you all 
the information you need. Here is 
where the division of labor becomes 
most important. If it is a safety 
product you are selling, the safety 
engineer can give you his safety 
problem. But to go forward and get 
it into the production process, some 
individual in charge of process en- 
gineering must be consulted so his 


1 September, 1952, sales shot up 


represents 1950 sales. 


apple cart will not be upset. He has 
to provide for it in his process engi- 
neering manuals or work sheets. It 
may be that your material will not 
fit into the well established process 
of the company or even if it did, to 
adopt it would be too costly, “in his 
opinion.” 

The actual user in the shop itself 
will give the answer to many prob- 
lems. Sometimes the complaint by 
the process engineer that the prod- 
uct to be installed would be too ex- 
pensive can be quickly answered in 
the shop by a single adjustment to 
existing machinery. It may be just 
a new nozzle on a hos>, a new flange 
on a machine, or a very simple 
modification of tools. This could 
only be discovered in the shop. 


Don’t Skip the P.A. .. I am not 
recommending that a salesman go 
wildly about the plant cross-exam- 
ining anyone at his leisure. It is 
especially important to make your 
entry through the purchasing de- 
partment, because when the final 
closing comes, if you have gone over 
its head, you are in a sorry state of 
embarrassment. The purchasing de- 
partment will buck you in the close. 








Often the securing of information 
on the ground must be supple- 
mented with your own knowledge 
or outside knowledge concerning the 
industry and other relevant factors. 
Before you are ready to make a 
proposal to the purchasing agent, 
you must have analyzed in advance 
all of the information that you have 
secured from the project engineer, 
the process engineer, and shop per- 
sonnel. Only then can you make a 
proposal worthy of consideration. 

The information obtained from 
the project engineer as to what the 
product requirements are, from the 
processing engineer as to what they 
are going to use your material for 
in the production process, from the 
shop personnel as to what their 
practical difficulties are, and from 
the lab itself that the material will 
do what you say it will without in- 
jury to their existing materials, 
must be assimilated by you so that 
you could prove the need for the 
material as well as its economic 
benefits to the company. 

The securing action stage, known 
as the close, is not only accom- 
plished in the presence of the pur- 
chasing agent. In fact, the closing 
technique must be exerted on five 
individuals, rather than on one. In 
selling industrial chemicals in our 
business, a man never takes an or- 
der. The shop man processes a 
requisition. The normal processing 
in an average-size industrial com- 
pany comes about a week before the 
purchase order reaches the home 
office. This does not trouble the 
experienced salesman because if he 
has done his job all along the road, 
he knows enough not to worry. . 
the purchase order will arrive. 


Where's the Sale? . . “No inter- 
est” in the purchasing department 
simply means no interest in your 
product for this company because 
no attention, interest and desire had 
been aroused in the pipeline. To 
the uninitiated, this no _ interest 
where he feels there should be in- 
terest is most discouraging. To the 
experienced industrial salesman, it 
means, “Where in the pipeline is my 
particular piece of business that I 
am waiting for?” 

Sometimes it appears that a sale 
has to be made all over again to the 
purchasing agent. Many companies 


have requirements dealing with in- 
vitations to bid, competitive bidding 
and other safe-guards. The sales- 
man has nothing to fear from these. 

I can’t be too emphatic from the 
practical point of view of bringing 
to your attention the need for start- 
ing out with the purchasing agent 

. even though, under the theory of 
pipeline selling, he is the back end 
of the sale. The purchasing agent 
can be and most often is, very help- 
ful, when his help is solicited, in 
giving you the necessary pipeline 
organization. 

The theory of pipeline selling is 
suggested in the “Marketing Hand- 


not who makes a buying decision 
but rather the pipeline of individ- 
uals necessary to make a complete 
presentation according to estab- 
lished requirements of salesmanship. 


Drain that Pipeline .. Here is the 
application of the familiar rules of 
selling in a new way. Get favorable 
attention from the individual most 
vulnerable. Find out who he is in 
your business. His interest will 
arouse the interest of the laboratory 
where you have to prove your theo- 
retical claims. In addition to the 
laboratory, information must be se- 
cured from the rest of the company 


Chart showing effect of pipe line selling 


The average monthly sales for the year 1950 equal one 


1951 


1952 





January 1.05 
February AQ 
March 1.88 
April 6.00 
May 2.74 
June 5.00 
July 3.47 
August 3.12 
September 1.86 
October 4.05 
November 2.12 
December 5.85 


3.90 


8.70 





*Dawn of the discovery of the “Pipe Line Method of Selling” 


book,” where, on page 748, under 
the title, “Finding the Real Buyer,” 
it says: 

“In every business concern as 
well as in most households there is 
someone who makes the decisions 
as to whether to buy or not. This 
person is not always the one who 
makes out the order. . . care must 
be exercised by the salesman in 
making the proper approach, in see- 
ing the right person, in making the 
sales presentation where it will 
count. It is, therefore, important to 
study each individual concern that 
is likely to become a user of the 
salesman’s products to determine 
who makes buying decisions.” 

Note that they realize that the 
man who makes the order might not 
be the key man, but the emphasis 
seems to be on one particular in- 
dividual, who makes the buying de- 
cisions. The importance of the di- 
vision of labor is not stressed. It is 


pipeline: the processing engineer, 
the production engineer, and the 
shop personnel. The purchasing de- 
partment also must be consulted for 
its rules. All data obtained must be 
collated and analyzed so that you 
can prepare a proposal. 

The need for your product in the 
way set forth in the proposal must 
be demonstrated to the user. A suc- 
cessful demonstration will create a 
desire in the user of the product 
which will go a long way in push- 
ing the sale through the pipeline. 

Get action from the purchasing 
agent by using the standard closing 
techniques. 

Have your salesmen list for them- 
selves their customers on whom 
they are awaiting action and analyze 
where in their pipelines the sale is 
bogged down. Concentrate both 
barrels on the isolated spot. That 
is the route to stronger, modern in- 
dustrial selling. a 
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Tough Market .. An independent contractor, the “gyppo” logger seldom leaves 
Yet McCulloch reached him with planned campaign. 


woods, has little time for reading. 


McCulloch finds an elusive, 
specialized buyer . . the gyppo 


Promotion follows him deep into the timberlands 


® AT A GLANCE by a cagey indus- 
trial adman, it might look as if 
McCulloch Motor Corp.’s spread in 
lumber publications didn’t make 
sense. 

The ad was well-written and 
convincing. But. . 

It was not aimed primarily at 
mill owners. Yet the ad ran in 
Lumberman, Pulp & Paper of 
Canada and Timberman, whose 
circulations are most heavily con- 
centrated on mill men rather than 
“gyppo” loggers. And it is the 
“gyppo” that McCulloch, a Los 
Angeles chain saw manufacturer, 
wants most to reach. 

Such is the paradox in flushing 
the wood’s most elusive entrepre- 
neur . . the “gyppo” logger . . the 
guy who most often shells out hard- 
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earned cash for labor-saving chain 
saws. 

McCulloch’s roundabout methods 
dove-tail into a calculated campaign 
aimed at the “gyppo.” 

This morning, in scattered ‘im- 
berlands, “gyppos” reported to their 
mills. While awaiting transporta- 
tion into the woods, they thumbed 
through a stack of the mill’s maga- 
zines. Thus came the day’s first 
contact with McCulloch’s pitch. 

Their second contact likely came 
an hour or so later as they jostled 
over bumpy, isolated logging roads, 
miles from traveled highways. This 
time they found “McCulloch” and 
its local dealer’s name plastered 
across neat, 4x8’ roadsigns. Some 
45,000 of them . . part of the manu- 
facturer’s cooperative advertising 


plan . . have grown up along some 
of the most inaccessible of timber- 
land roads. McCulloch once tried 
main-highway outdoor posters . 
full-panel jobs . . but without suc- 
cess. The reason: the “gyppo” only 
occasionally ventures out of the 
woods during cutting season. 


Tie Clasps to Posters . . Through- 
out the work-day, “gyppos” operat- 
ing in the deep woods again and 
again came in contact with McCul- 
loch’s name and product. Perhaps 
the logger pulled one of McCul- 
loch’s 3x54” board-footage memo 
books from his pocket . . this to 
record his day’s cut. Memo books 
for calculating board-footage, a 
woods essential, are cooperatively 
distributed through McCulloch’s 34 
distributors and, 1,900 dealers in 
many parts of the world. 

Come Saturday night, hundreds 
of “gyppos” anchor their ties with 
McCulloch tie-clasps (emblazoned 
with a tiny replica chain saw); 
others take time out from their 
beers to light a stogie . . with Mc- 
Culloch book matches; and at least 
once during the year most loggers 
enter wood-cutting contests at local 
fairs and logging shows . . all co- 
operatively supported by McCulloch. 

Backgrounding this concerted 
“reach the gyppo” campaign are 
several occupational truisms: (1) 
“syppos” treat their chain saws 
with the same feeling a cowboy has 
for his horse. The motor-driven 

















Mass Media . . Consumer media ads 
run coupon offering more information. 








saw is a part of him. . a firm ap- 
pendage to his muscular right arm; 
(2) “gyppos” are nomadic. Con- 
vert one to your product, and he'll 
spread the word as he migrates 
from county-to-county; (3) then 
too, “gyppos” form a closely-knit 
fraternity. Just as Levi’s became 
the trade mark of real-live cow- 
pokes (as well as their city facsim- 
iles), so did McCulloch determine 
that its saw should become an insti- 
tution among “gyppos.” 


Gyppo’s Hard to Get? . . Back 
in 1948, when the first McCulloch 
chain saw came off production 
lines, an advertising “expert” sadly 
shook his head and told McCul- 
loch’s advertising manager, Bob 
Vachon, “You're never going to 
reach the ‘gyppo’ . . he’s just too 
elusive.” 

Undaunted, Mr. Vachon adopted 
his roundabout business paper tech- 
nique. Sure, mill owners buy a lot 
of chain saws. But mostly it was the 
“syppo” business that Mr. Vachon 
was after. 

McCulloch’s 1953 advertising 
budget . . $505,000 . . saw $68,000 
tabbed for business publications, in 
such fields as lumbering, construc- 
tion, city administration (city parks 
use chain saws) and tree surgery. 
Some $88,000 worth went to farm 
magazines, reaching McCulloch’s 
second largest clientele, the farmer 
with a woodlot. And $164,000 was 
spent for full pages in general 





magazines. About $145,000 was 
budgeted for cooperative advertis- 
ing, with emphasis on local papers. 

Ads in consumer magazines are 
mostly institutional, but carry a 
coupon, returnable for more in- 
formation. Business paper ads are 
hard-hitting testimonials . . gratis 
contributions from satisfied users. 
Mr. Vachon rounds up _ several 
dozen of these a month. 

“Testimonials carry a lot of 
weight,” says Vachon. “We feature 
widely known, big volume loggers. 
Guys who’re known throughout 
their particular neck of the woods. 
Whether from Maine or Georgia, 
Oregon or eastern Canada, they’re 
our go-betweens. And they carry 
our message into every stand of 
timber. Home-grown testimonials 
have terrific local impact.” 

Just how great the impact is can 
be gathered from the fact that start- 
ing from scratch in 1948, McCulloch 
grossed $4,200,000 in 1949, $18,000,- 
000 by 1951. Sales have been rising 
ever since. 

Two-color spreads in business pa- 
pers feature testimonials by rec- 
ord-breaking “gyppo” loggers. 

Reaching woods-bound customers 
is further complicated by logging’s 
seasonal differences. The Northwest 
logs from spring to fall, with a mid- 
summer’s shut-down when fire haz- 
ards rise. In eastern Canada’s pulp 
forests, operations are suspended 
summertimes as clouds of insects 
drive “gyppos” from the woods. 





Testimonials . . Heavy business publication drive features testimonials of champion 
loggers. Ads are read at mills by “gyppos’’ awaiting transport to the woods. 


Southern pine forests operate year 
around, save for short periods dur- 
ing the rainiest months. Midwest- 
ern farmers, their fields germinat- 
ing under a snowy blanket, get out 
chain saws during the winter’s lull 
and go after logging money. 

Says Mr. Vachon: “Both ‘gyppos’ 
and the part-time farmer-logger 
have to be reached by hard-hit- 
ting, once-a-week, perhaps once-a- 
month spreads.” 


Saturday's Ad Day .. The reason 
is obvious. Saturday is both the 
logger’s and the farmer’s rest day, 
and particularly the logger’s. It’s 
then that he opens a week’s ac- 
cumulation of mail and reads his 
local papers. This explains the me- 
dia spearheading McCulloch’s two- 
pronged campaign: business pub- 
lications (common to even deep- 
woods mills) and roadside signs. 
Business papers, farm and general 
magazines spread McCulloch’s “na- 
tional story.” Signs narrow things 
down to the local level . . naming 
the nearest McCulloch dealer. Signs, 
on 22-gage cold rolled steel, and 
printed in four colors are cooper- 
atively sponsored. They cost dealers 
$8.30 with their names imprinted. 
Ads use the testimonial technique. 
“We'll take the words right out of 
a logger’s mouth rather than substi- 
tute an ad-writer’s fancy vocabu- 
lary,” says Mr. Vachon realistically. 
McCulloch’s agency is West-Mar- 
quis, Inc., Los Angeles. 8 


Memo . . Sales pitch goes in gyppo’s 
pocket with pad to figure board footage 
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Anything Else, Please? . . Difficult 


chore: 


urd, then bid for additional sales of varied products 


Dravo pushes family 


identity 


Cover story: how to sell 35 products all at once 


® WHEN YOUR COMPANY has more 
than one product division, does it 
pay to throw the reputation of one 
division into the promotion of an- 
other? Does the “family” identity 
help, or confuse the issue? 

Dravo Corp., Pittsburgh, thinks it 
helps in more ways than one. 
The prestige of operating many di- 
visions successfully helps build cus- 
tomer confidence. In addition, the 
satisfied customer of one division 
sometimes can become a new mar- 
ket for another division. 

The company stepped up _ its 
thinking along these lines about two 
years ago. When a survey, taken at 
about that time, demonstrated that 
Dravo was known for its products 
and services within each section of 
industry oniy to the extent that it 
served that particular branch, Wil- 
liam H. Collins, the company’s di- 
rector of advertising, came up with 
an effective campaign plan for 
spreading sales and opening new 
markets by acquainting top man- 
agement in all fields with a well- 
rounded picture of Dravo’s com- 
plete, widespread activity. 
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The objective is being attained 
through a public relations program 
built around a series of bi-weekly 
ads in The Wall Street Journal, be- 
gun in June, 1952, and still continu- 
ing. 

Each insertion in the basic series 
heads up with a dramatic photo- 
graph of a specific project accom- 
plished by one of the corporation’s 
units, followed by short descriptive 
copy. But it is in the bottom third 
of each ad that the organization gets 
across its key message. 

Here, under the heading, “This 
Too is Dravo,” is a listing of up- 
wards of more than 35 major prod- 
ucts and services of the company’s 
various divisions and _ subsidiaries. 
Each listing is illustrated by a small 
line sketch, reminiscent of chil- 
dren’s books and just as attention- 
catching and easy to read. 


Docks to Dump Scows.. It’s a 
great variety of products. For in- 
stance, a 2,000-ton ocean-going 
barge is one product built by the 
Engineering Works division. An- 





other division supplies ready-mixed 
concrete to building projects being 
constructed in the Pittsburgh area 
by such companies as Koppers Co., 
The Pittsburgh Press, Bell Tele- 
phone Co., Pennsylvania Railroad 
and Westinghouse. 

Between these two extremes, oth- 
er divisions and subsidiaries build 
locks and dams, pneumatic caissons 
and docks, retaining walls and in- 
They design 
cranes and 


dustrial foundations. 
and build floating 
bridges, steel shipping containers 
and dump scows, ordnance pieces 
and dredges and much more. 

This great diversity of products 
and services is furnished by four 
major divisions and five subsidiary 
companies in fields whose relation- 
ship is not always apparent. Ad- 
vertising is presenting the over-all 
story to customers and prospects in 
widespread industries. 


P. R. Aid . . Besides the “This Too 
Is Dravo” campaign, and an exten- 
sive business paper schedule, Dravo 
does a thorough public relations 
program in connection with its own 
advertising. As a community rela- 
tions project, the “This Too Is 
Dravo” series is placed in Pitts- 
burgh and local area newspapers on 
a limited basis. Each publication is 
notified at the beginning of the fiscal 
year as to the total number of ads 
it will receive, and it is permitted to 
select its own dates of insertion. 

“The Dravo Review,” printed in 
full color in 15,000 copies quarterly, 
is sent to customers and leading 
prospects as furnished by the vari- 
ous sales departments. The maga- 
zine is highly illustrated, and each 
issue contains a discussion of out- 
standing jobs in which each of the 
various divisions is currently en- 
gaged. Back cover space is always 
devoted to a reprint of one of the 
over-all “This Too Is Dravo” ads, so 
that customers and prospects in any 
one field are constantly reminded of 
the products and_ services that 
Dravo makes available in its com- 
plete operation. As is done with the 
advertising program, the contents of 
each issue are discussed at monthly 
staff meetings of the ad staff. 

A community leaders’ list, drawn 
from all areas in which Dravo per- 
sonnel lives, is supplied regularly 





with copies of “The Dravo Review,” 
“Dravo Slant,” the company’s an- 
nual report, and other public rela- 
tions material. 


Contests, Too . . Another program 
which helps to publicize both prod- 
ucts and engineering ability is the 
Dravo Technical Papers Competi- 
tion. Papers authored by employ- 
es are presented before technical 
societies and placed for publication 
in trade and business magazines. A 
number are digested for use in “The 
Dravo Review.” Each year cash 
prizes are awarded for the best pa- 
pers. 


In addition to technical articles 
about Dravo’s major projects, a 
concentrated publicity program dis- 
tributes company news to all ap- 
propriate media in the firm’s field 
of operations. Such publicity in- 
cludes personnel announcements, re- 
leases on contract awards, progress 


stories on various projects, safety 
activities, etc. 


Dravo operates its own modern, 
well-equipped photo laboratory, 
staffed by two photographers. Pho- 
tos are used extensively for public- 
ity and, with a library of more than 
30,000 negatives on many phases of 
heavy construction, manufacturing 
and inland waterways operation, 
newspaper and business publication 
editors frequently seek photograph- 
ic material from Dravo. 


A 30-minute sound, color film, 
“Portrait of an Enterprise,’ shows 
the many divisions of Dravo at 
work. It enjoys continuous distribu- 
tion and showings at engineering 
society meetings, in classes at col- 
leges and universities, at commu- 
nity club sessions in Dravo plant 
towns, and in industries in related 
fields. 


Even the company’s annual re- 


port is exploited to the fullest as a 
public relations medium with the 
objective of promoting the over- 
all company picture. Copies of this 
document, which lists every prod- 
uct made and every service per- 
formed by each of the divisions and 
subsidiaries, are supplied to the 
personnel of the company’s national 
sales organization. 

Thus, by building a promotional 
program, encompassing company 
periodicals, publications, films, pub- 
licity releases and local community 
relations, around the base of an ad- 
vertising campaign aimed at top 
management, Dravo is widening its 
potential through the device of con- 
tinuously making more people con- 
stantly aware of all the functions 
performed by its extensive organi- 
zation. 

The advertising is handled by 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 





Is your annual report costly? 


Not if you re-use excerpts 


Booklet squeezes the most out of report research 


| This is 
MACKINTOSH 


| “HEMPHILL 
| COMPANY 


Excerpis from the Company's 
1953 


Annual Report to Stockholders 


MACKINTOSH-HEMPHILL COMPANY 
901 Bingham Street, Pittsburgh 3, Pa 





Introducing . . Bonus booklet uses 
stockholder report to promote company. 


® THE ANNUAL stockholders report 
can be more than a big expense for 
an industrial company. It can be 
used for top-notch promotion and 
for acquainting prospective custom- 
ers with your company. 

Mackintosh-Hemphill Co., Pitts- 
burgh, a supplier to the basic metal 
industries, proved this when it util- 
ized type from a stockholders re- 
port in a promotional booklet. 

In addition to the usual financial 
statements, certification by auditors 
and president’s letter, the Mackin- 
tosh-Hemphill report contained a 
two-page history of the company 
from 1803 to 1953 and two pages 
telling of the company’s principal 
products, industrial rolls, rotary 
pipe and tubing straighteners, cin- 
der pots for steel mills and heavy 
duty lathes. 


The history and the product re- 
port were accompanied by art. They 
comprised four pages of ready-made 
sales promotional material . . all in 
piate form. 

The promotional booklet was 
made up, using the four pages of 
company history and product re- 
port. The only additional work 
necessary was making up a cover, 
setting type for the cover page and 
for a list of company officials and 
products on an inside page. 

The project was undertaken be- 
cause the company’s salesmen often 
found they were calling on people 
unfamiliar with the company. The 
booklet also constitutes a ready- 
made answer to the numerous let- 
ters received, asking for information 
on products that the company does 
not make. And it solves the prob- 
lem of familiarizing foreign custom- 
ers and prospects with the company. 

Salesmen distribute the booklet to 
customers and prospects to better 
acquaint them with Mackintosh- 
Hemphill. It is being used as a mail 
piece. And it is placed in a handy 
spot at conventions and exhibits. 

Every last bit of promotion power 
is squeezed out of the research, tal- 
ent and effort in Mackintosh-Hemp- 
hill’s stockholder report. « 
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Your publicity in new product publications will flop if you 


misuse girl art. Photo (it didn’t run) showed sandblasting 


Nice, but e e equipment that 


will ruin pretty legs if girl flips switch. 


Has your product news fizzled 


because of these boners? 


By Ralph H. Lewis New Pr: 


® YOU NEED all the sales help you 
can get. Are you sure you aren’t 
flubbing one of the easiest and best 
kinds available? 

No one can quarrel with the fact 
that product publicity is sales help 
. . darn good sales help. It’s a solid 
necessity in efficient industrial mar- 
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onstruction Methods & Equipment, New York 


keting and a close ally of advertis- 
ing and sales promotion. 

Dollar for dollar you can’t beat 
the effectiveness of product public- 
ity. 

My duties as new products editor 
for our publication give me a day- 
to-day opportunity to review the 


Only Scenery . . Photographer backed 
up so far to get the girl in photo, the 
equipment’s too small. Editors want prod- 
uct, not scenery, stressed. 


Muddied . . News here was that new 
rippers for tractors were mounted on side 
rail. Photo failed; they're covered by mud. 


job you are doing in making the 
most of new product publicity. I re- 
view scores of news releases and 
photographs from news bureaus of 
manufacturers and from advertising 
managers, agencies and public rela- 
tions men. 

Fortunately, most of the material 
we get is well done. Unfortunately, 
some of the material we get is not 
worth the postage required to send 
it, let alone the cost it must have 
required to prepare it. In some 
cases, the material has arrived with 
postage due! 

Here are some hints on what you 
should do when putting together the 
material for product publicity: 


Be Elementary .. Just because 


ss einai Tee 





Under Cover Job . . This photo came to the editor with a 
well-written news release, announcing a new steam cleaner. . 


but it's concealed completely by cover! 











in foreground, which partly conceals new loader. 


More Cover Up... This photo, too, was hurt by pile of gravel 


Show equip- 


ment as fully and clearly as you can for product publications. 
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aie, Methods and Equipmest 
330 West 42nd Street 


New York 36, New York 








Wrong Foot Forward .. It's a petty annoyance when your product release arrives 


without sufficient postage. 


you know all about the product 
you're writing about is no sign you 
always transmit that information on 
paper. Remember that the people 
who will read your article probably 
never heard of your product, so 
don’t hold back anything. Be ele- 
mentary, make it informative and 
forget about making it strictly pro- 
motional. Remember, the new prod- 
ucts editor has many excellent re- 
leases to choose from each day, so 
unless yours is informative, your ef- 
forts might wind up with the jani- 
tor at clean-up time. 


Make It Complete .. Once you’ve 
decided your material is informa- 
tive, then check to see if it is com- 
plete. Every day releases come in 


Little things like this are worth avoiding. 


with material missing. Some have 
return mailing cards attached, some 
are self-mailers, others we have to 
put the stamp on. These cards all 
read something like this: “If you 
would like photos or additional in- 
formation of the product described, 
fill in the enclosed card and it will 
be forwarded promptly to you.” 

If the sender is so anxious to 
“place” the material, why wasn’t all 
of it included in the original re- 
lease? The difference in cost to in- 
clude all the material on the first 
mailing is small compared to the 
risk of not including it. 

Even when needed information is 
lacking sometimes our interest is 
sufficient to cause us to take the 
time and expense to send the card 


No Setting? . . Don’t touch out back- 


ground; it lends realism, authenticity. 


back for those missing items. Do 
you know that we often get the in- 
formation back in an envelope with 
absolutely nothing to identify it, 
except the sender’s company name? 
We might have a dozen sich items 
we are holding for additional in- 
formation, so when that happens 
we begin a hunt in our files to try 
to match up the missing pieces. 
Sometimes the company name is 
not much help, as we might be hold- 
ing several releases from the same 
company .. usually the same com- 
pany is guilty of not supplying all 
the information. Photos do not al- 
ways speak for themselves. We get 
some captionless photos that we 
can’t even identify as to product, let 
alone make. If we do return your 
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card, it’s a pretty fair indication we 
plan to use your material, so iden- 
tify it when you return the mate- 
rial. 

Here’s a bit of warning to you 
product publicity authors. You have 
plenty of competition in placing ma- 
terial in the new product type 
publications. In our book, we can 
use only 25 to 30 such releases each 
month. We receive at least 100 to 
125 a month. Naturally, we try to 
select the best . . the cream of the 
crop, material we feel our readers 
want to see and read. When you 
send yours in, make darn sure it’s 
complete in every respect. 

The five elementary “W’s” most of 





Wrong End... There's action here. 
md shot from fror ee 


us learned in our journalism train- 
ing still apply to product publicity, 
so make sure they're in your story. 


Don’t Pressure Us. . If you would 
like to get product publicity in the 
editorial pages of our publication 
follow the accepted procedures. 
Don’t try to pressure us because 
you happen to be an advertiser. You 
might try to get to us through our 
advertising department (yes, we’re 
good friends with them), but unless 
your article can stand on its own 
feet . . brother, you just won’t make 
it. Fortunately, the very people 
who would be in a better position to 
apply a little pressure are fair 
enough to realize it is a poor prac- 
tice. The people who bother us are 
the ones who “might consider space 
next year,” if we treat them right 
and pick up their release. We'll 
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judge your material on its own mer- 
its. 

Our advertising people can help 
you in getting material into our edi- 
torial pages by suggesting the type 
of material we would be receptive 
to, the individual to whom it should 
be directed, our long-range plan- 
ning, etc. They can help you edi- 
torially and want to, so don’t hesi- 
tate to ask them for such help. 

We certainly don’t want to dwell 
on the advertising side of this dis- 
cussion, except to raise this point. 
No manufacturer would whip up an 
ad in a couple of hours, pick just 
the right words to use, blue pencil 
the layout and give a personal opin- 


ion of the final results, before clear- 
ing the ad. Yet these same people 
will permit product publicity to 
leave their office without so much 
as checking it, even though it often 
is the first bit of publicity on a new 
product! Certainly, an editorial re- 
lease of any kind is just as impor- 
tant in the work it can do as an ad. 
The ad and the editorial matter 
should complement each other. 


We Toot Your Horn . . Don’t 
overlook the third-party objectivity 
and support that editorial matter 
can give you. As far as the reader 
is concerned, it is us saying it, not 
you. To that reader it is pretty im- 
portant. You can, and you should, 
toot your horn for all it’s worth in 
your ads, but any time you can get 
someone else to toot your horn, it 
is helping you. Editorial matter 


will do just that. 

We know when you send cut 
these releases you send them to 
every publication you think might 
be interested. When you consider 
the potential number of readers ex- 
posed to “pick-up” on your mate- 
rail, it should make you want to 
take lots of time and effort to insure 
the material being used. 

We don’t demand a formal pres- 
entation complete with a number of 
8x10” photos. All we want is the 
information . . all of it . . and pho- 
tos that are clear and show the very 
thing you want to put across. 

You don’t have to buy us editors 
a drink, or take us out to dinner to 
get items in our pages. We don’t 
expect you to, and believe me, you 
don’t expect to either, because we 
rarely see any of you fellows on a 
personal call basis. It might be 
worth your while to drop around 
once in awhile and get acquainted 
with the editors. For the most part, 
we are not the professor type of edi- 
tor, but down-to-earth shirt sleeve 
individuals who are merely trying 
to present honest and complete facts 
to our readers. 


Talk to Us .. It might surprise you 
to learn how much traveling we do 
to get our material. We talk to the 
very people you have sold or are 
trying to sell. We know their likes 
and dislikes and sometimes we catch 
enthusiasm for a particular product 
and transmit it on our own, to our 
pages. We talk shop to these peo- 
ple in the field, so it might be a good 
idea for some of you to drop around 
and talk shop with us. 

Here’s something else you ought 
to know. You send us an article, 
and by using other bits of informa- 
tion we have in our files or have 
picked up in the field, we see a bet- 
ter and bigger story than the one 
you sent in. When we spot such a 
story, we’re ready to go to work at 
no cost to you or your client and 
give you the type of story you 
couldn’t get. But sometimes it can 
be very discouraging. We write to 
the sender of the original material, 
and outline our plans. But more 
often than you think, we don’t even 
get an answer to our letter offering 
to do a better job than the original 
release. We can verify this by the 
carbon copies of letters in our files. 

Continued on page 64 
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Railway Age is read by railway 
executives, top managerial officers and department 
heads, including: chairmen, presidents, vice- 
presidents, treasurers, general managers, general 
superintendents, freight and passenger traffic mana- 
gers, purchasing agents, general storekeepers, and 
heads of technical departments. 


These are the executives responsible for over-all 
efficiency. They keep a close check ‘on finances. They 
include the authorizing and appropriating officers. 
They have an interest in products from the stand: 
point of efficiency of operation, customer satisfac- 
tion, and economy, They include the men who place 
the orders. 


Railway Age keeps management 
informed of developments pertaining to both 
the business and engineering sides of railroading... 
presented from the business and managerial point 
of view. All departments are represented in its fea- 
ture story coverage, and it reports news from Wash- 
ington, news of traffic, financial and other vital rail- 
way subjects. RarLway AGE is the only publication 
which meets the information needs of the executive 
and managerial groups. Its 27 editors and essistants 
maintain an editorial organization unraatched in 
the railway industry. Nearly all its editors have had 
a practical railway background and are specialists 
in their particular branch of the industry. 


That’s why it pays to put your advertising message addressed to railway management and depart- 
ment heads in RAILWAY AGE-the publication that is part of the business of railroading. 


RAILWAY AGE © 


a Simmons-Boardman Publication 
30 Church Street, New York 7, N. Y. ° 79 W. Monroe St., Chicago 3, Ill. * Terminal Tower, Cleveland 13, Ohio 


Los Angeles ¢ Dallas ¢ Portland, Oregon 


¢ SanFrancisco * Washington, D.C. 
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Which of these new product boners have you made? .. begins on p. 60 


If you are not enthusiastic about our 
offer, you can’t really expect us to 
be, either. 

Here’s an example: 

A roller manufacturer sent us an 
article some time ago and it was 
headed “For Immediate Release.” 
It featured a “revolutionary new 
concept in compaction.” Want to 
bet it’s revolutionary? Included 
with the release was a blocked-out, 
retouched photo of the roller. We 
like action photos, so we wrote and 
asked for one. That was four months 
ago. We have heard absolutely 
nothing from this firm. 

Here’s another one: This one 
from a manufacturer who has ap- 
parently developed a new type of 
highway truck tire. We were really 
interested in this one because the 
statement was made that this tire 
would give 40% more miles wear 
than previous types. We felt our 
readers would like to see this tire 
and so would we, so we asked for 
a photo. What happened? Nothing! 


Under Cover News? .. Then there 
is another one telling us all about 
a new steam cleaner. It’s well- 
written and has a photo . . a good 
one. But the only trouble with the 
photo is that it shows the steam 
cleaner completely covered with a 
zippered canvas cover. We have 
no idea what the cleaner looks like. 
Good shot of the cover, which is 
available to protect the unit. Won- 
der who checked that one? 

Here’s another one from an out- 
fit making rippers for tractors. This 
one was of interest to us because 
the mounting of the rippers was on 
the side rail of the tractors. The 
photo we received was 214x314” 
which, under ordinary  circum- 
stances, is acceptable. However, 
this low-angle shot devoted ex- 
actly 3g in. to the product and the 
product wasn’t clean. It was cov- 
ered with mud . . so much so that 
it was hard to visualize how it was 
attached, let alone how it looked. 
This was a brand new product, but 
the manufacturer didn’t feel it was 
important enough to take a photo 
expressly to show his product best. 


Cheesecake? . . Cheesecake in press 
releases is always interesting to dis- 
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cuss. In our business it is slightly 
negative. Most of our readers, who 
are contractors, have an abundance 
of cheesecake examples displayed 
in offices and sometimes on equip- 
ment. Cheesecake, in its place, is 
all right, but it’s easy to misuse. 

Here’s an example: A release 
from a tractor-loader manufacturer 
shows a rig on the shore of a lake 
with picturesque woods in the back- 
ground. The shovel was in the ex- 
treme lift position. Way up in the 
air inside the bucket was a gal in 
a swim suit. The photographer who 
took this picture was so anxious to 
include everything, he had to get 
too far back, with the result the 
product was much too small, and 
of course, we couldn’t see anything 
worth while of the gal. We’re in- 
terested in the product, not the 
background. 

Do you know what a sand-blast- 
ing machine is? Have you any idea 
of the kind of outfit a person op- 
erating such a machine must wear 
for protection? Usually they wear 
a helmet, gloves and complete body 
protection. Yet a manufacturer 
selling sandblasting attachments re- 
cently sent us an article showing 
the product being demonstrated by 
a gal in a bathing suit. 

She did have a helmet covering 
her head and she certainly was 
shapely. We shudder to think what 
would happen to those pretty un- 
protected legs and unmentionables 
if someone flipped the switch and 
started that machine. Maybe we’re 
wrong, but we didn’t think this type 
of photo is a very realistic approach 
in selling and informing about sand- 
blasting attachments. 


Don't Hide the Vital . . We wel- 
come news of road-widening tools. 
Contractors are really ir..erested in 
such products because there are 
plenty of road-widening jobs 
around. We got a release the other 
day and the story wasn’t too bad. 
The photo included with the mate- 
rial missed the boat completely. 
The rig was in motion . . the pho- 
tographer didn’t stop the motion, so 
all we could see of the tool itself 
was a blur. But the photo was 
taken from the front end of the 
machine completely blocking off the 


excavated strip . . hiding the very 
thing a contractor would want to 
see. 

An agency sent us an article in- 
forming us all about a new, “ex- 
clusive”’ loader. (Incidentally, the 
word “exclusive” is a good word to 
forget when writing editorial ma- 
terial.) The release was good, but 
the photo, once again, was extreme- 
ly disappointing. It had been ex- 
tensively retouched, but right smack 
in the front of the loader was a 
huge pile of gravel. The pile was 
high enough so that it hid most of 
the front wheels of the machine. 
Why didn’t that photographer move 
the machine back three or four feet. 
We all know what gravel looks 
like, but not many of us know what 
the product looks like. 


How to Get the Publicity . . 

To wind up this little discussion 
here are some guides that might 
help you get a better “pick-up” 
rate on your new product releases: 

1. When you write an article, try 
judging it in the terms of its service 
to the readers. It'll be difficult, but 
try to forget the commercial angle. 

2. When you send it in, send it 
with no strings attached. 

3. Take a little more time to in- 
form yourself of the editorial poli- 
cies and the type of readers each 
magazine has. You'll save yourself 
time and money. 

4. After you have sent it, don’t 
always feel you are finished with 
it. Your job might just be starting. 
If we write you or give you a call, 
remember we are trying to enlarge 
on your idea and hope to give you 
more space than you had hoped for. 
If you don’t feel we are important, 
chances are we won't feel you or 
your client is, either. 

5. Remember, too, the editor is 
not really interested in your boss, 
your client, your business, your 
money .. but he is interested in 
your product. 

6. Send along all the advertising 
material you have on your product. 
An editor doesn’t always have the 
opportunity to see this type of ma- 
terial and the more literature he is 
able to see, the better he will under- 
stand all about your product. 

7. Consult the “do’s and don’ts” 
booklets put out by publishers. 
They'll help you. cl 




















Automatic operation and the process of making things automatic. 


automation 4 challenge to industry to improve quality standards; 
reduce operating costs; make more things available to more people at lower cost. 


automatiONn Anexisting market for controls, mechanisms, machines 
that can help industry keep ahead of competition by making process, production, 
packaging and handling automatic. 





To Help Advertisers Reach This New and Growing Market 


The Penton Publishing Company 
Publishers of Steel, Machine Design, Foundry, New Equipment Digest 


announces 


BOWOOOwWOO 


a new monthly business paper 


to cut across all industry 


This is the ONE magazine that will talk directly to management, engineering and 
production executives who are investing their time and energy in making production 
more automatic. It is a magazine of automation as it is today. It is a magazine that 
will examine automation wherever, whenever and however it appears. It is a magazine 
that will be read and heeded by the men who manage, plan and select systems and 
components of automatic operation in manufacturing, processing and distribution. 


to sellin today’s market— 
to prepare for tomorrow’s 


The first issue of AUTOMATION, in which it is possible to obtain advertising space, 
will reach its market in August. It will have a circulation of over 20,000 copies and 


will reach men who have the authority to specify and buy anything that can help 
them make-it-more-automatic. 


stake out your claim 


Make your space reservation now...send for a rate-card today... plan now to 
meet AUTOMATION’S July 1 closing date. 


If your product can help industry make things more automatic 


your advertising belongs in AUTOMATION 
where your advertising dollars will buy 

... the most receptive audience 

... the most attention value 

. .. the most action in sales 

... the most growth potential in the making-it-more-automatic market 


a Penton publication 


Edward S. Lawson, Business Manager 

Penton Building, Cleveland 13, Ohio 

New York Cleveland Chicago San Francisco 
Los Angeles Griffin, Georgia 
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sales promotion 


comment on catalogs 


exhibits / motion pictures 





EASTMAN KODAK 


a a a 


TV Studio . . Eastman Kodak's exhibit truck, transformed into a "studio," stands outside 
classroom where exhibit is telecast to students over closed circuit. 


Classroom TV . 


mew in industrial exhibits? 


‘Future customers’ see a televised industry show at Purdue 


® A NEW METHOD of presentation 
and a new audience of potential fu- 
ture customers may have opened 
up for traveling industrial exhibits 
through an experiment at Purdue 
University where students saw one 
such exhibit . . via television. 

It happened when Purdue asked 
Eastman Kodak Co., Rochester, 
N. Y., to bring its exhibit, “Optics 
for Industry,” to the campus to help 
students learn more about the ap- 
plication of optical methods for 
gaging and inspection. 

The exhibit is touring the country 
in a 35-foot truck, but that’s not big 
enough to hold a college class. 

The problem was solved when 


Professor O. D. Lascoe of Purdue 
borrowed a Utiliscope closed circuit 
television camera from the Diamond 
Power Tool Co., Lancaster, O. East- 
man then brought its truck, and the 
TV unit was set up to transmit 
images from insidé the truck to a 
nearby classroom. 

About 100 students, faculty mem- 
bers and representatives of industry 
and business watched each of four 
shows that were held during the 
exhibit’s two-day stay. Normally, 
only 12 to 15 persons can visit the 
truck at one time to see the movie 
and hear a talk. Eastman reported 
it would have taken many days of 
“normal” operation to handle all 


ideas 


booklets / direct mail 


slide films / sales helps 


a - ; 
TV Pointers . . Camera scans demon- 
stration inside exhibit truck. 


— i qi 7 oy q 
TV Students . . Students see telecast 


exhibit. Technique expands audience. 


who wanted to see the display. 

Professor H. A. Bolz, head of Pur- 
due’s department of general engi- 
neering, said the television tech- 
nique has definite possibilities of 
value both to schools and to manu- 
facturers offering similar traveling 
displays'for customers. 


Cheesecake and 3-D push 
Viking air-conditioner sales 


Cheesecake in 3-D pushes win- 
dow fans for Viking Air Condition- 
ing Corp., Cleveland. 

Viking has produced a_ booklet 
containing 11 three dimensional pic- 
tures introducing the 1954 window 

Continued on page 68 
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get into FACTORY 


’ 


\ 


WHATEVER your product, if it’s used in the 
plant in the manufacturing industries, the 
Piant OperatincG Group is a major buying 
influence for you to reach, Because the men 
of this Group — in charge of production and 
maintenance operation of America’s indus- 
trial plants—are constantly searching for 
new ways, better ways, of reducing cost, 


boosting output, improving operations. 


WHENEVER you want to reach the PLANT 
OpeRATING Group, FACTORY is by far 
your best buy. More of these men pay to 
read FACTORY than any other industrial 
magazine. And FACTORY, alone, concen- 
trates all of its editorial and circulation 
efforts on serving this group. 


That’s why advertisers invested more of 
their dollars advertising in FACTORY than 
in any other monthly industrial magazine. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


ABP 


ue ts Meee Vy. | 
The Plant Operating Grows 








Sales promotion ideas . . vzes «0 ».« 


fan. A comely, scantily-clad model, 
“Aerodynamic Ann,” provides plen- 
ty of come-on in pointing out the 
advantages of the fan. 

The booklet carries on a cheese- 
cake theme that Viking has been 
promoting for two years to establish 
identity in the air conditioning field. 
A peep show exhibit, featuring 
penny arcade drop-card machines 
was used in trade shows last year. 

Each booklet, complete with two 
pairs of 3-D glasses, costs $1.50. 


Neckties, announcements bring 
Parker closer to distributors 


Neckties and personnel announce- 
ments are used to bring distributors 
into a closer relationship with the 
Parker Appliance Co., Cleveland, 
maker of hydraulic and fluid sys- 
tem components. 

The company presents an adver- 
tising necktie, the pattern of which 
is made up of the Parker trade- 
mark, to distributors who can report 
an outstanding example of a “tie 
in” with Parker promotion, such as 
making a sale through following up 
an inquiry from a Parker ad or 
making up a Parker exhibit at an 
industrial show. 

The company says “the ties seem 
to be arousing the desired interest 
among Parker distributor  sales- 
men.” 

The company mails out announce- 
ments introducing new sales per- 


OLS EVERY HIG & WOODWORKING 
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Billboard on Wheels . . Troveling industrial 
DeWalt Inc., Lancaster, 


added boost from posters on trailer’s side. 
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sonnel. The announcements include 
a special mention of the distributor 
in the area where each new sales- 
man will work. 


Fiberglas club honors top 
salesmen, promotes teamwork 

Owens-Corning Fiberglas Corp., 
Toledo, honors its top salesmen with 
membership in the “Fiberglas Pres- 
ident’s Sales Club.” 

Appointments to the ciub are 
made annually, based on the pre- 
vious year’s sales achievements, 
sales costs, sales training, broadened 
distribution and sales promotion 
programs. 

Harold Boeschenstein, Fiberglas 
president, says the club stimulates 
sales teamwork by establishing a 
two-way exchange of ideas between 
management and sales personnel. 


Planning is key to success 
for industrial exhibitors 

Advance planning is the key to a 
successful industrial exhibit, says 
Clapp & Poliak, New York producer 
of industrial shows. 

The advice is contained in a 10- 
page booklet issued by Clapp & 
Poliak entitled “How to Attract 
More Prospects to Your Booth.” 

The booklet advises judicious dis- 
tribution of exposition tickets to 
customers and prospects through 
salesmen and direct mail and to the 
company’s own personnel. Other 
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Action Photos . . Le Roi Co., Milwau- 
kee, pushes its front end loader with an 
eight-page booklet packed with 
touched photos of the loader in action. 


unre- 


The booklet includes two pages of specifi- 


cations. 


means of building attendance at an 
industrial exhibit, the booklet says, 
are publicity through house organs, 
brochures, newspapers and business 
publications; business paper adver- 
tising and sales meetings to empha- 
size the company’s participation in 
the exposition. 

The booklet emphasized that none 
of these programs involve out-of- 
the-ordinary costs but each must 
have a considerable amount of ad- 
vance planning. 

Such planning, the booklet points 
out, should aim in part at whipping 
up customer interest in your show 
exhibit, before the customer ever 
sets foot in the exposition hall. 


-adorned trailers, each a complete wood- 








July Machinery 


is traditionally “Aircraft"—and experienced 
metalworking engineers in all branches of 
industry are well aware of it. They look to 
the July issue for the wealth of usable infor- 
mation to be gleaned from MACHINERY'S 
lucid reports on the latest advances in air- 
craft manufacturing methods. 


New Metalworking Methods 


as applied by the Aircraft Industries, have a 
marked effect on the nation’s metalworking 
techniques. Many of them can be put right 
to work in other fields... for the improved 
production of almost anything made of 
metal... for peacetime manufacturing as 
well as for defense. 


Experienced Engineering and 
Manufacturing Executives 


in every branch of metalworking are well 
acquainted with the editorial calibre and 
contents of MACHINERY'S previous Aircratt 
Production Numbers. They look to July 
MACHINERY as their authoritative source 
of manufacturing information stemming from 
the fast-moving Aircraft Industries. 


Astute Advertisers 


to metalworking are now reserving space 
in the July Aircraft Production Number of 
MACHINERY. For rates and particulars, ad- 
dress The Industrial Press, 148 Laiayette 
Street, New York 13, N. Y. Forms for July 
MACHINERY close June 7th. 





SIGNIFICANT to readers in key positions at every level 
of metalworking management — and certainly to advertisers —is the 
fact that MACHINERY publishes more articles on Aircraft Metalworking Production than 
any other publication in the metalworking or aircraft fields. 





yugovini’s viny’s, niagara network, no parachute, 


YUGOVINIL’S VINYLS: Output of poly- 
vinyl resins now booming at Yugovinil’s 
new plant in Kastel-Sucurac. Giant 
strides are being made by Yugoslav 
process industries ... gains in some CPI 
segments range as high as 500% over 
prewar production. Abundant resources 
and hydroelectric power are attracting 
foreign capital, making Tito’s nation one 
of Europe’s richest industrial sectors 
and a prime target for U.S. exporters. 


NIAGARA NETWORK: 15 plants are inter- 
connected by miles of pipe-line in the 
Falls’ close-knit chemical community. 
Moving everything from water to anhy- 
drous hydrogen chloride, what starts out 
as one plant’s end-product ends up as 
another’s raw material. May be a pat- 
tern here for the whole field. Lots of 
problems yet but that’s a CPI specialty 
when it’s handling raw materials. Should 
be... they buy $33 billion worth a year. 


Events move fast in the Chemical Process In- 
dustries . . . from laboratory to pilot plant to 
full-scale commercial production . . . in foreign 
markets, engineering innovations, new distribu- 
tion ideas. And CHEMICAL WEEK, with swift cov- 
erage of happenings that presage profits, is 
timed to the pace of this volatile, bustling mar- 
ket. That’s why its terse, authoritative pages 
pack stopping power for more businessmen 
readers than any other magazine in the field... 
it gives them the intimate fact-picture so vital 
to dollar-important decisions. 


Management approval is essential to sell equip- 
ment, materials and services to industry . . . and 
executive-rank influence is hardest to cultivate. 
But that’s how CHEMICAL WEEK is such a boon 
to your sales effort . . . it takes your product 
advantages direct to the inaccessible buying 
powers, nails down preference among all levels 
of chemical businessmen. And that’s why, year 
after year, CHEMICAL WEEK continues to out- 
distance the field in advertising page gains. 
Here in the nation’s richest market . . . it’s man- 
agement’s own magazine. 








NO PARACHUTE...no airline hostess either! 
She’s a member of a girl escort team that con- 
ducts tours for some 1000 visitors a month at 
Lederle Laboratories’ Pearl River, N.Y. plant. 
Duties include explaining production processes, 
uses and advantages of company’s products to 
customers. Girls are efficient, attractive, provide 
a sample of the distribution awareness that helps 
keep pharmaceutical sales steadily climbing. 





ALERT MANAGEMENT: Here’s Nuodex Products’ President Leo Roon who 
built a $10 million-a-year business for his Elizabeth, N.J. firm within 
two decades. A top supplier in the paint additives field, they are also 
well known for developing the famous wartime Napalm. “Something 
new every day in this field,” says Roon. “No problem for me to keep 
posted though . . . I get the really important facts in CHEMICAL WEEK.” 


management, and...Chemical Week 


in the chemical process industries... it’s management’s own magazine 


A McGRAW-HILL PUBLICATION © ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 
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Bridging the Gap... Industrial distributor lured 


jineers 


Prat . © 


1 supplier engineers. 


trade show for 2,000 buyers 


A $25,000 annual promotion helps triple sales in six years 


® INDUSTRIAL SELLING, as people in 
it well know, is never easy. 

In a field as technical and com- 
plex as electronics, selling can be 
tougher than ever. Big sales of 
component parts and testing equip- 
ranging from 
fundamental radio to nuclear re- 
search . . can depend on how well 
engineers of the purchasing com- 
pany are enabled to get together 
with engineers of the selling com- 
pany. This involves communication. 
And that can take time, trouble and 
expense. 

Newark Electric Co., Chicago dis- 
tributor of industrial electronic 
equipment, has produced a remark- 
able solution to this selling preblem. 
The company has developed its own 
trade show, at which each year 
Newark provides exhibit space for 
about 50 of its manufacturer sup- 
pliers and invites 2,000 or more se- 
lect visitors to look over the dis- 
plays and talk things over with each 
other at a reception and banquet. 


ment for research . . 
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Most of the invitations are ac- 
cepted, and this is remarkable since 
the guest list includes leading nu- 
clear physicists from such diverse 
places as Argonne National Labora- 
tories, Notre Dame University, Ford 
Motor Co. and Buick. The auto 
manufacturers are interested in the 
equipment both for testing and pro- 
duction, particularly when involved 
with spot welding, induction heat- 
ing, etc. In addition to physicists, 
the guest list includes corporation 
management, development engi- 
neers, purchasing agents and edu- 
cators. 

The show, which is named New- 
ark Electric Co.’s annual Electronic 
Industrial Equipment Show, is held 
in the Grand Ballroom cf the Con- 
rad Hilton hotel. Advertising man- 
ager Robert Knill, who has directed 
arrangements for the show since its 
inception six years ago, said that it 
started “simply as a nice way to say 
thank you to our good customers. 
But it grew almost immediately into 


Food for Thought . . Climax was 


banquet where buyers, sellers talked shop. 


an important means of exchange of 
information between our customers 
and our manufacturers. Both groups 
responded beyond expectations. 

“In a technical field as difficult 
and complex as ours, the plant or 
design engineer asks questions that 
our sales representatives sometimes 
can’t answer. They can get the an- 
swers from the manufacturers’ en- 
gineers and relay them to the cus- 
tomer, but the show provides an 
opportunity for a wonderful person- 
to-person contact between the cus- 
tomer engineer and the supplier 
engineer. It bridges the gap, and 
lets the customer engineer discuss 
his problems directly with the sup- 
plier engineer. He can tell what 
he wants and the supplier engineer 
can help or tell him why he 
can’t get it.” 

Newark Electric Co. is 30 years 
old, but its sales have tripled in the 
six years of the annual show. It is 
credited by the company as being a 
strong factor in this growth. The 
cost of each show, including the re- 
ception and banquet, is more than 
$25,000. 


Control It .. The average electron- 
ics show is “a forest of TV receiv- 
ing antennas,” Mr. Knill observed. 
These shows largely serve the TV 
and radio service trade, so they 
don’t offer much to Newark, which 








is heavily industrial. 

“Another advantage of our own 
show,” he said, “is that we give the 
space free to our suppliers . . and 
this gives us more control of the 
show. Many manufacturers are 
eager to be invited to exhibit; we 
turn down some that are not indus- 
trial enough. 


“We also have strict control over 
our list of guests. We have fewer 
‘browsers.’ ” 

No orders are written at the 
show. Newark does not permit it 

. either by its manufacturer ex- 
hibitors or its own salesmen. Sales 
leads are noted, however, for fol- 
low-up after the show. 


At the last show, 49 exhibitors 
were present, staffed by 250 person- 
nel. In some past shows an addi- 
tional 2,800 visitors have attended. 
But Newark has found this number 
too big to handle easily, and now 
aims at about 2,000 visitors in addi- 
tion to supplier-exhibitor personnel. 











At « Glance .. The author checks his control board at sales headquarters, finds at 
a glance the basic product data for each of 24 major sales territories. 


Sales control system permits 
check by territory, product 


By Ronald V. Bennett Sales Manager ° Electrical Div., Olin Industries, New Haven, Conn. 


® WE ARE using a system of sales 
control that has worked well for us. 

It helps us maintain control of 
our salesmen by products, by ter- 
ritories and by accounts. It helps 
us keep track of the facts and see 
where action is needed. 

The company’s industrial prod- 
ucts, which include industrial flash- 
lights, control batteries, military 
batteries, No. 6 dry cells and 
synthetic manganese dioxide com- 
pounds, are sold through whole- 
salers and dealers in 24 sales areas, 


each staffed by a salesman. 

At our New Haven headquarters 
we use a large board with a system 
of tabs that show the sales quota 
for a given period of time, and how 
much has %een sold to date. While 
other factors can also be charted, 
these basic ones sales needed, 
time allowed and sales made. . are 
the ones that interest us most. 

In our organization, the board is 
a simple arrangement which carries 
a full year’s figures for every dis- 
trict sales representative. With a 


column for total volume each 
month, space for daily sales, and 
cumulative figures, the horizontal 
chart shows columnar spaces for 
each product line. 

Thus, at a glance, it is easy to see 
just how each sales representative 
is progressing in the sale of every 
product, how the various products 
are moving; and where action must 
be taken if both the sales represent- 
ative and a product line are lagging. 

Through the use of a pre-carbon- 
ized invoice set, the sales depart- 
ment receives its record copy direct 
from the billing department every 
day. It is then a simple matter to 
sort out the sales by product and 
territory, and to have these figures 
added to the individual salesman’s 
chart on the board, with cumulative 
figures entered also for each sales- 
man and for all territories combined. 


Quota Compared... In this way, 
we secure a daily sales picture by 
and product lines, a 
monthly report which can be com- 
pared to the previous month, and 
a cumulative report which permits 
examination against quota, both for 
territory and product. 

The board we use for all this is 
a Sched-U-Graph Board developed 
by Remington Rand. One of the 
features of its use by us is the 
periodic visit of our sales represent- 
atives to New Haven, when the 
board is used for a review and dis- 
cussion of sales activities in terri- 
tories. The board brings the over-all 
accomplishment out in the open and 
giv2s our men an accurate analysis 
of their sales operations to date. 

It also provides the basis for 
analysis of internal sales statistics 
of the entire electrical division. It 
often points the way to more effi- 
cient sales operation. a 


salesmen 
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Straight Talk . . Service folder’s cover (left) says publication can’t give services ‘‘in- 


and without charge. 


Back cover (right) and inside pages tell 


what it costs. 


No more ‘manna’. . advertisers 


must pay for special services 


Business publication clamps down on free copies, other extras 


= “MAKE ’EM PAY” seems to be the 
philosophy of one business publica- 
tion executive who is faced, he says, 
with “dozens and dozens” of re- 
quests from advertisers for extra 
services. 

Services range from 
special research to supplying sales 
meeting speakers, but the biggest 
problem of all is requests for extra 
copies of the publication, according 
to Russell T. Sanford, director of 
market research, Modern Hospital 
Publishing Co., Chicago. He spoke 
at a monthly meeting of the Chicago 
Business Publications Association. 

“Advertisers and agencies seem 
to think that copies of our magazine 
flutter down from heaven like 
manna,” Mr. Sanford said. 

“We receive dozens and dozens of 
requests from advertisers asking for 
extra copies, ranging up to 600 
copies,” he said. 

Mr. Sanford pointed oui that each 
copy of his publication costs about 
$1 and if he were to fill all the re- 
quests the company would have to 
do one of three things: raise adver- 
tising rates, cut quality somewhere, 


requested 
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or go out of business. 

Special services for advertisers 
are primarily an economic problem, 
Mr. Sanford said, but there also is 
the problem of keeping good will. 

He said his company has set up a 
system that keeps the costs at a 
minimum and yet maintains the 
good will of the advertisers. 

The system is outlined in a fold- 
er, “Merchandising and Other Aux- 
iliary Services,” issued by the com- 
pany. The folder lists specifically 
just what the advertiser can get 
free, what he will have to pay for 
and how much he will have to pay. 
The folder covers directories, spe- 
cial research, extra copies, expenses 
of the publications’ staff members 
in making speeches, reprints, and 
sales aids such as market bulletins. 

Mr. Sanford said the system has 
benefited not only the publisher by 
keeping costs down but also the ad- 
vertiser by keeping rates down. He 
said it has met with wide approval 
among the advertisers because each 
one realizes he is getting the same 
treatment as everyone else. & 


Survey finds likes and gripes 
of publisher services 


= Emil G. Stanley, president, Traffic Serv- 
ice Corp., Chicago, ran a survey of busi- 
ness paper publishers, space salesmen, 
advertisers and agency executives to find 
out about publishers’ services. 


The survey of publishers showed the 
services offered most often were: 

1. Market data and research. 

2. Use of subscription list for direct mail. 

3. Merchandising advertising cam- 
paigns. 

4. Providing dealer and distributor lists. 

5. Handling inquiries. 

6. Editorial and advertising reprints. 

7. Directories and catalogs. 


These publishers’ gripes were recorded: 

1. Too much free research asked. 

2. Too many requests for free extra 
copies. 

Space salesmen commented: 

1. Services were an important sales tool. 

2. Demands for research are rising. 


The salesmen complained that: 

1. Their publications failed to give them 
adequate research. 

2. Publications fell down on merchandis- 


ing services. 


Advertisers asked these services most 
often: 

1. Good market data . 
cific, the better. 

2. Direct mail services. 

3. Visits from editorial staff members. 

4. Handling of inquiries. 


. the more spe- 


Advertisers criticisms were: 

1. Not enough constructive data on field. 

2. Not enough constructive criticism of 
client campaigns. 

3. Established research of ad readership 
would be helpful. 


Agency executives liked: 

. Good market material with “soft sell.” 

. Merchandising of clients’ campaigns. 

. Editors’ visits. 

. Tearsheets of clients’ product stories. 

. Mailing lists. 

6. Measurement of ad readership by 
recognized research groups. 

7. Market data on new purchases and 
replacements. 

8. Help on dealer-distributor mailings. 

9. Specific market data on specific prob- 
lems. 


Agency criticisms were: 

1. Publishers slow in replying to agency 
inquiries. 

2. Publishers prone to “special issue 
phobia.” 

3. Fed up with paid vs. free controversy. 

4. Publishers should help promote sale 
of specific product or service. @ 





REACH — PE’s two editions, one for drilling and 
producing operating-engineering specialists; one for 
management ... carry your ads a step farther than 
ordinary oil paper space . . . direct to the heart of 
the reader’s interest, by his own request. Make your 
own analysis of this better visibility. 


COVER — PE leads all publications in ABC drilling 
and producing circulation gained for the past five 
years, This top quality circulation could only result 
from the industry’s top: drilling and producing 
editorial job. Make your own analysis of PE’s better 
circulation and editorial. 


SELL— Here’s how PE’s publishing plant permits 
you to buy only the circulation you need .. . lets 
you sell at a savings . . . visibility and circulation 
advantages not withstanding. 


FOR SPECIALIZED COVERAGE: 


For Specialized. Coverage: If your products or serv- 
ices are sold in just one division of the petroleum 
industry, buy space in one of these three specialized 
editions: Drilling and Production Edition or Refining 
and Petrochemical Edition or Oil and Gas Pipelining 
Edition. Now, in addition, and at no extra cost, your 
advertisement placed in any one of these Specialized 
Editions is also distributed to an all-important seg- 
ment of additional subscribers by the Combined Edi- 
tion. This edition is simply a composite of the three 
specialized editions, subscribed to by all those oper- 
ating men who prefer editorial coverage of the entire 
industry. 


AL a ti This means that a drilling-producing ad goes in two 
t editions to 15,112* ABC subscribers; a refining-petro- 
ZY Nie 1] I “i\ 1 chemical ad goes in two editions to 7,959* ABC sub- 
ee Ai 4 U 7 ( Me A” scribers; an oil and gas pipeline ad goes in two 
-B a Somme editions to 7,093* ABC subscribers. You pay only for 
the coverage you want. You reach both the Spe- 
cialized and Combined interest reader in the edition 
of his preference. 


immie TRY ’ 
diel FOR ALL-INDUSTRY COVERAGE: 
For ALL-Industry Coverage: Each of PE’s three Spe- 

cialized Editions . .. and PE’s Combined Edition . 
e contains a ‘General Section of editorial interest to 
¢ over all petroleum readers. If your product or service 
demands all-industry coverage, you buy space in this 
General Section. This means your all-industry ad 
$e Lad oes in all four separate PE editions . . . to 22,674* 
ABC subscribers at a modest “across the board” rate. 
All four editions are published monthly .. . released 


THE PETROLEUM DRILLING- simultaneously ... with only one plate required. 
PRODUCING MARKET 





For complete information about The Petroleum 
Engineer’s Four-Editions Plan and rates ... write 
TODAY for your copy of “Better Coverage”, Box 
1589-E, Dallas, Texas. 


*“As filed with the Audit Bureau of Circulations, subject to audit.” 


not 1—not 2—not 3 
BUT SEPARATE 
MAGAZINES 


P. O. BOX 1589 DALLAS, TEXAS 


DALLAS: Joe B. Woods, Advertising Director, PASADENA, 
CALIFORNIA: Richard P. McKey, 465 E. Union St., RYan 
1-8779, NEW yorK: John F. ‘allace, 52 Vanderbilt Ave., 
MUrray Hill 4-1880, cnicaco: E. V. Perkins, 53 W. 
Jackson Bivd. HArrison 7-6883, patias: Abbott Sparks, 
ICT Bidg., STerling 4403. 
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salesmen must see to sell! 


Headed straight for the key buying influences... 


It’s just a short walk inside, but it has taken your salesman many 
calls to know whom to see when he gets there. Only through 
repeated sales contacts has he been able to identify the men with 
real buying influence in this plant. 


He knows from experience that titles are an inaccurate guide — 
that the buying pattern in one plant usually differs radically 
from the next. Only repeated sales calls can search out the men 
who count. 


That’s why MILL & FACTORY alone, in the general industrial 
field, uses 1,645 sales engineers to build and maintain its circula- 
tion. These sales experts, like vour own salesmen, sell machin- 
ery, equipment, and other products to industry. 


Ee All of these men are in constant personal contact with the 


nation’s worthwhile industrial plants. They select each proven 


YS igi: buying influence in these plants to receive monthly paid copies 
i entitle ‘ of MILL & FACTORY. 


i iecas This Conover-Mast Franchise Circulation Method assures you, 
the advertiser, that MILL & FACTORY reaches the men, regard- 
A less of title, your salesmen must see to sell. 


py 1/1 /, 
9 07 


WORKS. | 
ANAGER | h//7 Mills Factory 
a. | 
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Defining Marketing Functions 

= Keith J. Evans, who for many years has been 
advertising and sales promotion manager of Jos. 
T. Ryerson & Son, the largest steel warehousing 
company in the United States, if not in the world, 
has just been given a new title which clarifies and 
defines the numerous functions he has_ been 
performing. 

He is now to be known as director of marketing 
and public relations, and under his supervision 
will be the heads of the various departments ex- 
ecuting the services of market research, sales 
analysis, sales promotion, advertising and public 
relations. Mr. Evans, famous as the founder and 
first president of the National Industrial Adver- 
tisers Association, will continue to report to the 
president of Ryerson. 

This change is comparable to that announced 
several months ago, when John F. Apsey, Jr., 
director of advertising of Black & Decker Mfg. 
Co., was made marketing manager of his com- 
pany. His new title embraced additional duties, 
including especially the coordination of all mar- 
keting activities with production programs. It is 
interesting to note that Mr. Apsey, too, is a 
former NIAA president. 

We believe that because of the greater im- 
portance of marketing activities in a highly com- 
petitive era, and the necessity of grouping many 
of them under centralized direction and control, 
it would pay many other companies to consider 
the work now assigned and properly to be as- 
signed to their advertising and sales promotion 
executives, with an eye to establishing titles and 
authorities sufficiently broad to enable them to 
contribute a maximum service to their companies. 

Market research, sales promotion, product de- 
velopment, merchandising and similar activities 
are not always well defined, but because they are 
often found to be under the direction of a well 
qualified individual, who in most cases has de- 
veloped the activities as a natural corollary of 
his primary function, he is usually given an ad- 
vertising or sales promotion title. 

The really able advertising: executive, as we 
have so often emphasized in these pages, is also 
a lot more. Because proper execution of duties 
demands the necessary authority and the defini- 
tion of functions, we are glad to see leading ex- 
ecutives in this field receiving this kind of rec- 
ognition and support from their managements. 
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Co-op Advertising for Distributors 

® One of the activities which is getting increased 
attention as the necessity for better merchandising 
becomes more apparent is cooperative advertis- 
ing with distributors. Tying the dealer or dis- 
tributor into the advertising and promotion cam- 
paign of the manufacturer is an essential fea- 
ture of a successful merchandising operation, and 
we have noted a growing disposition to establish 
specific programs in which the distributor shares 
with the manufacturer the responsibility for ad- 
vertising and promotion programs executed at 
the regional or local level. 

It is human nature to be most interested in pro- 
motions in which an investment of time and 
money has been made, and the manufacturer 
seeking to increase the enthusiasm of his distribu- 
tors and their sales organizations knows that if 
they are participating in co-op advertising, they 
can be counted on to do their best to assure max- 
imum returns from their own investment, as well 
as that of the manufacturer. 

One of the results of the program is that the 
manufacturer is willing to share the cost of space 
or direct mail effort, as well as to supply the ma- 
terial in the form of plates or printed matter. 
It used to be that some companies expected the 
dealer to pay for these costs out of his own funds, 
but since there is a common interest involved, 
co-op arrangements are now more nearly the rule. 

We expect to see more of this kind of effort, as 
manufacturers strive to get maximum impact on 
customers in each local territory. 


How to Get More Audits 
= Most industrial advertisers and agencies give 
lip service to the idea that the media they use 
should offer audited circulation statements. Yet 
the fact remains that even the largest buyers of 
industrial advertising encourage unaudited pub- 
lications by not insisting that statements be au- 
thenticated by established and reliable audit bu- 
reaus. We would like to suggest that instead of 
complaining that the majority of business pub- 
lications are not audited, advertising managers 
and agencies make it clear that this is the way 
in which they expect cirvulation information to 
be presented. 

The customer is always right, and in this in- 
stance he can afford to express his policies in 
space buying in definite and convincing terms. 8 























Advertising Has Its Plumb Lines, Too 


For many leading engineering firms, the straightest line between 
seller and prospect is Business Week. These companies recog- 
nize the active participation of management executives in the 
awarding of engineering contracts. They know too, that their 
advertising in Business Week reaches a concentration of man- 
agement men... at less cost per reader than in any other 
general business or news magazine. 

Sellers of business products and services and quality con- 
sumer products are directing their sales messages to Business 
Week’s audience of management executives who have the 
authority to take positive buying action. The result: in 1953, 
Business Week again carried more pages of advertising than any 
other magazine measured by Publishers Information Bureau.” 


*P.1.B. does not include trade, industrial or technical publications. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


» 


These Engineering Firms Are Reaching 
Their Most Important Prospects Through 
Their Advertising In Business Week 


Armco Drainage & Metal 
Products, Inc. 

Barnes & Reinecke, Inc. 

Bechtel Corp. 

Blaw-Knox Co. 

Brown & Root, Inc. 

Butler Manufacturing Co. 

Designers For Industry, Inc. 

Ebasco Services, Inc. 

Fluor Corp., Ltd., The 

Cemar Associates 

Great Lakes Steel Corp. 

Holmes & Narver, Inc. 


Source: Publishers 


Ideco Div., Dresser-Stacey 
Company 

Little, Arthur D., Inc. 

Lockwood Greene 
Engineers, Inc. 

Luria Engineering Corp. 

Pressed Steel Car Co., Inc. 

Scientific Design Co., Inc. 

Stone & Webster 
Engineering Corp. 

Trundle Engineering Co. 

Truscon Steel Div., 
Republic Stee! Corp. 


Information Bureau 





Se 


‘Boelicaee 


WA eo teal 


Milton Davis, Plant Engineer, Sylvania Electric Products, Inc., Danvers, Mass., says, ‘I have at my finger tips, one book with 
all the information | require. CONOVER-MAST PURCHASING DIRECTORY is complete, compact, and in use every day.” 


YOU GET BUYING INQUIRIES FROM PLANT AS WELL AS PURCHASING 
EXECUTIVES THROUGH CONOVER-MAST PURCHASING DIRECTORY 


Many of the inquiries that turn into profitable orders for you 
originate in plant and engineering departments. 

That's why more than half of the circulation of CONOVER- 
Mast PuRCHASING DiRECTORY goes to men like Milton Davis, 
Plant Engineer of Sylvania’s Danvers, Mass. plant. Mr. Davis 
describes it as, one book with all the information I re- 
quire . . . complete, compact, and in use every day.” 

Through C-MPD you cover not only purchasing executives, 
but plant and engineering executives as well—in practically 
every worthwhile plant throughout the country. 

It's a powerful business producer. Send for “How to Use 


Directories for Best Results.” No charge. 
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\ PHEOLL 1D 


SCREWS - BOLTS NUTS 


Conaver-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. 


BRANCH OFFICES 
NEW: YORK + CLEVELAND + LOS ANGELES 
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JM Johns-Manville PACKINGS & GASKETS 











Facts vs. Offer of Facts 


® EACH OF THESE ADS for Johns- 
Manville, New York, and its pack- 
ings and gaskets ran twice within 
a year in Power. Each had the 
same “how to” head, but one ad 
offered a booklet that would give 
the information while the other ad 
gave the information itself. s 4 
Which campaign attracted more Foci telah Gell mains ici iiions te 
readers? See page 164. easy to cheose the right J-M Packings 
I for your power plant equipment 


A handy 6pa_e guide, “Jobas And 4 page is devoted w@ tips 
Manville Packings for the Power help y 

Plant” semplifies the selection and spplicanion of pow 
gland picklags. Creating 48 40 end man popular styles 
it cells at a glance what J-M packings w ase why cher 
are recommended ... and how so lostel! them. 

tw schematic diagram is spot-keyed wo belp you Jo< 
packing styles for various equipment unica. hs brief group 
headings help you select J.-M packitigs for ceowifugal and 
rary services, reciprocating rods sad plungers, valve 
ems, pipe flanges, macholes aod handholes... to seal avking for Bre 
Agr inst steam, waser, oj), brine, ete... . w withstaad various PK AIA. to Canada 
temperatures and pressures tts condensed packing descrip- address 1%) Bay Strcer 
os pve vou esenuel buying informetion. * Fetonm t Ontaris 


iT Johns-Manville PACKINGS & GASKETS 
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Agencies break record in 1953, 
place 506,777 pages in business papers 


BBDO leads; Marsteller and Compton show biggest gain among leaders 


Lede 


® soME 437 agencies placed a record 506,777 pages of 
advertising in business papers in 1953, IM’s exclusive 
annual tabulation shows. 

The new high toppled the previous record of 470,022 
pages, placed in 1952. The third highest mark was 
458,425 pages, placed in 1946. A 7.5% gain was shown 
by agencies reporting figures for 1952 and 1953. 

Batten, Barton, Durstine & Osborn continued to lead, 
placing 21,192 pages. Among other giants, J. Walter 
Thompson rose to second place with 17,884 pages, bare- 
ly nosing out Fuller & Smith & Ross with 17,485 pages. 

Biggest gains among the 25 leaders were by Marstel- 
ler, Gebhardt & Reed and Compton Advertising, which 
paced each other with 27% increases. 


® Copyright 1954 Advertising Publications, Inc. 


25 leading agencies 


pages 
1953 1952 





Ad Art Associates 

Ad . Scribe 

Advent Associates 

Advertising, Inc. 

Advertising Producers-Associated 
Aitkin-Kynett Co. 

Allison, J. Howard & Co. 
Anderson & Cairns 

Andrews Agency 

Armstrong Advertising Agency 
Arndt, John Falkner, & Co. 
Arnold & Co. 

Associated Advertising Agency 
Atherton & Currier 

Aves, Wesley, & Associates 
Axelsen Advertising Agency 


pages 


1953 


1952 


rank 
1952 





Batten, Barton, Durstine & Osborn 
J. Walter Thompson Co. 
Fuller & Smith & Ross 

G. M. Basford Co. 

The Buchen Co. 

Albert Frank-Guenther Law 
Klau-Van Pietersom-Dunlap 
Foote, Cone & Belding 
Cockfield, Brown & Co., Ltd. 
MacManus, John & Adams 
McCann-Erickson 
Griswold-Eshleman Co. 
Campbell-Ewald Co. 
Ruthrauff & Ryan 

Russell T. Gray, Inc. 
MacLaren Advertising Co., Ltd. 
James Thomas Chirurg Co. 
Charles W. Hoyt Co., Inc. 
Ketchum, MacLeod & Grove 
Sutherland-Abbott 

Marsteller, Gebhardt & Reed 
Compton Advertising 

Walker & Downing 

Gray & Rogers 

D’Arcy Advertising Co. 


ll i od 
ene OO WWN OU fF OND = 
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agencies 


*Ranked 13th in 1952. This was not listed last year, because R&R 
7 


1952 total until now. 


declined to release 
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21,192 
17,884 
17,485 
13,653 
8,848 
7,988 
7,795 
7,124 
6,720 
6,558 
6,493 
6.477 
6,027 
5,964 
5.729 
5,556 
5,387 
5,103 
5,091 
4,898 
4,872 
4,845 
4,792 
4.681 
4,511 


195,673 


20,219 
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4,570 
5,299 
3,836 
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4,642 
3,908 


186,022 
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Bachman, Kelly & Trautman 
Badke, W. H., Advertising Agency 
Baer, S. C., Co. 

Baker, Johnson & Dickinson 
Barlow Advertising Agency 
Bartlett, Burke, Co. 
Batz-Hodgson-Neuwoehner Advertising 
Agency 

Barnes Chase Co. 

Basford, G. M., Co. 

Batten, Barton, Durstine & Osborn 
Bauer Advertising 

Bayless-Kerr Co. 

Beaumont, Heller & Sperling 
Beeson-Reichert 

Behr, Julian J., Co. 

Belden & Hickox 

Benjamin, Herbert S., Associates 
Bemmett-Advertising 

Berghoff Associates 

Bete, Channing L., Co. 

Bing, Ralph, Advertising Co. 
Blaine Co. 

Bonsib Advertising Agency (Ft. Wayne, 
Ind.) 


Bonsib, Bill, Advertising Ageiicy (Denver) 


Bourne Associates 

Bracy and Bracy 

Bradham & Co. 

Brand, Michael, Associates 
Breth, R. C., Inc. 


available 


573 


1,349 
189 
13,653 
21,192 
273 
1,812 
2,191 
3,993 
721 
600 

56 


169 
192 
87 
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Reading matter that gives 


a» on-the-job assistance... 


Means circulation among men with buying power 


WORLD OIL has a total net paid circulation of more of all oil field equipment... proof enough that your 
than 23,000 ABC. Over 16,000 of these subscribers are advertising, placed where highest possible reader inter- 
engaged exclusively in oil producing. WORLD OIL est is, will be seen by the largest possible numbers of 
has documented evidence that this market coverage the men who buy. 

represents 93% of the men who buy or specify 98% 


WRITE FOR YOUR FREE COPY of WORLD OIL’s 1954 Data Book— 
filled with valuable market information about the multi-million 
doliar producing industry. 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New York (17), 250 Park 

Avenue, El Dorado 5-4012 @ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 

@ Cleveland (15), 1010 Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, = UY 

3-1844 @ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219. SS 4004 
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1953 


1952 





orrance 


rown Advertising 
rowne, Wilson, Advertising 


Norman, Inc. 


The 
irlingame-Grossman Advertising 
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rnett, Leo, Co. 
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sx & Bowman Advertising Agency 
Byrde, Richard & Pound 

Cabell Eanes, Inc. 

Caldwell, Larkin & Co. 

Callaway Associates 
Campbell-Ewald Co. 
Campbell-Mithun 

Carpenter Advertising Co. 

Carr, Clinton D., & Co. 

Carr, Ray, Organization 


Advertising Agency 


cil & Presbrey 
Ceder, Rex, Advertising 
Central Advertising Agency (Lima, O.) 
Central Advertising Service (Boston) 
Chirurg, James Thomas, Co. 
Clark, Jr., Adrian E., Advertising 
Clark, Darwin H., Co. 
Cockfield, Brown & Co., Ltd. 
volle, Alfred, Co. 
Somer & Pollard 
Compton Advertising 
Comstock & Co. 
Condon Co., The 
Conley, Baltzer & Steward! 
J. A., Advertising’ 
Cox Advertising Agency 


Cormack 


Webster Advertising Agency 
Cramer-Krasselt Co., The 
Critchfield & Co. 
Croot, Samuel, Co. 
Cruttenden & Eger Associates’ 
Cummings, Brand & McPherson 
Cunningham & Walsh 
Curtis Advertising Co. 
Arcy Advertising Cx 
Davies & McKinney 
Davis, Charles H., Advertising 
Management 
Davis, Henry L., Co. 
Davis Press 
Davis, Wallace & Co. 
Dickerman Advertising Agency ; 


Dicklow Advertising Agency 


*Not available 
"Formerly Conley, Baltzer, Pettler & Steward 
“Name to be changed to Cormack, Imse, Beaumont Advertising, 


Inc. 


*Agency started in business in 1953 
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650 
3,327 
356 
1,229 
170 
146 
59 


536 
3,164 
338 
637 
147 
136 
56 
203 


8,179 


pages 
1953 


1952 





287 
45 
342 


375 

32 
133 
344 
239 


68 
24 
15 
187 


Jobbins, Woodward & Co. 
Doherty, Clifford, Steers & Shenfield 
Dombrower, Ralph L., Co. 

Donahue & Coe 

Doremus & Co. 

Dowd, Charles F., Inc. 

Doyle Dane Bernbach, Inc. 

Doyle, Kitchen & McCormick 

Dozier, Eastman & Co. 

Droke, Maxwell, Advertising 
Dwyer & Devoy Advertising 
Eddy-Rucker-Nickels Co. 
Edwards Agency 

Eldridge Co.* 

Eldridge, Inc. 

Emery Advertising Corporation 
Faber Advertising 

Farquhar & Co. 

Farrall, Rex, Inc. 

Farson, Huff & Northlich 

Felt Advertising 

Felton, Jack P., Advertising Agency 
Field, William Hill, Advertising 
FitzGerald, Inc. 

Flint, Harold E., & Associates 

Foehl & Beck Advertising 

Foley, Richard A., Advertising Agency 
Foltz-Wessinger, Inc. 

Food Research & Advertising 

Foote, Cone & Belding 

Foulke Agency 

Fox & Mackenzie 

Albert Frank-Guenther Law 

Frank, Clinton E., Inc. 

Frankel, Jones, Co. 

Franz, Alex T., Inc. 

Freiwald & Coleman 

French, Oakleigh R., & Associates 
Freystadt, E. M., Associates 

Fried, Ad, Advertising Agency 
Fritsche, W. J., Co., Advertising 

Frost, Harry M., Co. 

Fuller & Smith & Ross 

Fulton, Morrissey Co. 


Gallagher, Robert A., Advertising Agency 


Galloway-Wallace Advertising Agency 
Galloway, Wendell C., Industrial 
Advertising 

Gates-Bourgeois Advertising Agency 
Geare-Marston, Inc. 

Gerth-Pacific Advertising Agency 
Gibbons Advertising Agency 

Gillham Advertising Agency 

Gittins, Bert S., Advertising 


Goerl, 


Stephen, Associates 
Goldsmith, George, & Tregar, Harold 
Grant & Wadsworth 

Graves & Associates 

Gray, Charles M., & Associates 
Gray & Rogers a 

Gray, Russel T., Inc. 

Greenhaw & Rush 


*Not available 
‘Formerly John P. Eldridge Advertising 


763 


173 
84 
123 
81 


724 
635 
38 


923 
538 


647 


232 
261 


964 
67 

148 
17,485 
404 
219 
88 
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258 


143 


922 


387 
680 


702 
855 
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March I5th, 1954, saw the largest issue of AUTOMO- 
TIVE INDUSTRIES ever published in its 59 years of 
continuous service, when the 36th ANNUAL STATIS- 
TICAL ISSUE rolled off the presses. 


Yes, 392 manufacturers of parts, accessories, mate- 
rials, supplies and production equipment and their 
agencies placed 401.5 pages of advertising in this 
powerful issue. This spectacular record is indicative 
of its growing importance as the ONE medium for 


penetrating the $28 billion automotive and aviation 
manufacturing market. 


Over 17,100 subscribers (a new high) in 3,249 auto- 
motive and aviation companies find the Statistical 
Issue their ONE complete source of automotive and 
aviation data, statistics and other vital editorial in- 
formation . . . over 240 pages of it. Its 400 pages of 
advertising keep them well informed on the many 
types of products offered by American industry. 


AUTOMOTIVE INDUSTRIES 


A CHILTON Publication 
Philadelphia 39, Pa. @ 


NipIP Chestnut & Séth Sts. ® 
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Reproduction from a black-and-white of an Ektachrome 
transparency by Anton Bruehl for N. W. Ayer & Son, Inc., 
and Hawaiian Pineapple Co. 





Pineapple...and something more 


Cr een 


“Hawaiian Pineapple Company learned early that 
consumers respond to the emotional appeal of this 
fruit when placed against its geographical back- 


ground. 


“DOLE today means not only pineapple, but pine- 


apple from Hawaii. 


“DOLE’s aim is to bring this association to life in 
the minds of millions of consumers...” 


aphy does it so well 


Whatever the product, photography serves as an 
effective tool of advertising. Check this list of 11 
basic functions of advertising and see if you are 
making full use of what photography can do for you. 


([] Market Research—Photo-re- 
porting: still and movie studies of buy- 
ing habits; product application pic- 
tures; record shots of displays. 


[] Plans and Presentations— 
Pictures of typical market conditions. 
Slides for presentation of charts, sug- 
gested layouts for ads, and dummies 
for booklets and brochures. 


[J Layout and Illustration for 
magazine and newspaper ads, direct 
mail, sales and service literature, calen- 
dars, car cards, billboards: product 
pictures; installation and application 
pictures; background and atmosphere 
photos; photocopies. 


[1] Packaging—Product pictures; 
how-to-use photos; photo lettering; 
photo composition. 


[] Merchandising Displays 
(window, counter, floor)—Product in- 
stallation, application and demonstra- 
tion photos—life-size, jumbo; back- 
ground and atmosphere photos. 


[] Trade Shows—Product, instal- 
lation and application photos and blow - 


ups. Sequence stills and movies for 
demonstration. 


[] Public, Stockholder, and Em- 
ployee Relations — Product, plant, 
situation, candid and portrait pictures 
for house organs (internal and exter- 
nal); photographs of new or improved 
products and on interesting or unusual 
events for news release; institutional 
movies; slides for illustrated talks. 


[J Sales, Sales Training, and 
Service—Product, installation, ap- 
plication, and service pictures; sales 
bulletins and manuals; stills, slides, 
movies for presentations and exhibits. 


[] Television Production— 
Product use and situation movies; 
stills for commercials; photographic 
backgrounds and stage props. 


[] Printed Production—Prints, 
transparencies, films for photomechan- 
ical requirements; photocopies. 


[] Administration— Miniature 
prints of layouts and/or ads in process 
or completed; office copying, micro- 
filming for record files and storage. 


» 
EASTMAN KODAK COMPANY A 


Rochester 4, N. Y. 
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1953 
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rank 


pages 
1953 


1952 





ariffith-McCarthy 
m & Craigle 
ariswold-Eshleman Co. 
Gross, H. M., Co. 
ss, L. H., & Associates 
Grossteld & Staff 
Associates, Advertising 
21, Advertising 
ivertising Co. 
tman Advertising Service 


, Advertising 


ris & Bond 
Hartman, George H., Co. 
H gensis Advertising Co. 
jauptman, H. W., Co. 
Hayman, Geo. W., Co. 
Hazard Advertising Co. 
Heggie Advertising Co., Ltd. 


Hemsing, A., 


Advertising 

Henderson Advertising Agency 
Hevenor Advertising Agency 

Hewitt, Oglivy, Benson & Mather 
Hickerson, J. M., Inc. 

Hinrichsen, Fred A., Advertising Agency 
Hixson & Jorgensen 

Hoffman & York 


Clifford, Flint 


Lloyd S., Associates 
1 Advertising Agency 
yt, Charles W., Co. 
ll Advertising Agency 
dson, Raymond C., & Associates 
Humbert & Jones 
Humphrey, H. B., Alley & Richards 
Hutchins Advertising Co. 


Iversen-Ford Associates 


lanl 


Villiam E., Co. 
.. Advertising Agency 


wu 
Jenkins, Ray C 
Jenkins, William, Advertising 
Jennings & Thompson 

Jones & Brakeley 

Jones & Taylor & Associates 


oseph, Jesse M., Advertising Agency 
Arthur A., Inc. 


C. B., Ine. 


fin 


udson, 
Juneau, 
Kapps 
Kardonne Advertising Agency 
Kelley, Russell T., Ltd. 

Kelly, Zahrndt & Kelly 
Kenyon-Baker Co. 

Ketchum, MacLeod & Grove 
Kimball, Abbott, Co. 


Kingsley, S. C., Advertising 


270 
413 
6,477 
281 
155 


56 
384 
136 

9 
3 
787 
909 
240 

31 
520 
899 


342 
962 


293 
349 
6,197 
277 


163 


85 
202 
7 


Kircher, Helton & Collett 
Kirkland, W. &., 
Klau-Van 
Klemtner, Paul & Co. 
Klingensmith, H. M., Co. 

Kolb & Abraham Advertising 
Kern, Louis Robert, & Co. 
Kotula Co. 


Krate-Basch Associates 


Advertising 


Pietersom-Dunlary 


Kremer, Merrill, Inc. 

Kudner Agency 

Kuttner & Kuttner 

Lamport, Fox, Prell & Dolk 
Lang, Fisher & Stashower 
Lappen, Harold S., Advertising 
Laux Advertising 

Lawson, Carl, Advertising Co. 
Leblang, Mack, Co. 

Leeford Advertising Agency 
Lee-Stockman, Inc. 

Leon, S. R., Co. 

oura, Austin C., & Staff 
Lesseraux, H., Advertising 


Lescart 


Lewin, Williams & Saylor 

Lewis, Addison, Co. 

Liggett, Carr, Advertising 
Liller-Neal & Battle Advertising Agency 
Lino, Alfred L., & Associates 
Long, The W. H., Co. 

Loudon, Henry A., Advertising 
Louttit, T. Robley, Inc. 

Lovekin, R. E., Corp. 

Luckoff & Wayburn 

Ludgin, Earle, & Co. 

Lupton, John Mather, Co. 
MacDonald, Arthur R., Inc. 
MacDonald-Cook Co. 
MacFarland, Aveyard & Co. 
Mackay, Wallace, Co. 

MacLaren Advertising Co., Ltd. 
MacManus, John & Adams 
Maercklein-Nelson Advertising Agency 
Mahool Advertising 

Maish, Jay H., Co. 
Malcolm-Howard 

Marklin, George A., & Associates 
Marschalk & Pratt Co. 

Marsteller, Gebhardt & Reed 
Aartin, Willis S., Co. 
Advertising 

Mason, Glenn, Advertising 
Mathes, J. M., Inc. 

Maxwell, Early, Associates 


Marwel 


Mayard Sales & Advertising Counsel 
McCann-Erickson 

McCarthy, L. F., & Co. 

McCarty Co. 

McClure & Wilder 

McCormick Co. 

McDaniel-Fisher & Spelman Co. 
McKinney, Harris D., Inc. 

Meissner & Culver 


1,483 
516 
7.795 
1,012 
567 
152 


397 
369 
207 


1,538 
402 
7,914 
709 
85 


340 


260 








*Not available *Not available 


Continued on page 92 
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PRACTICALLY 


ALL PRODUCTS ARE PACKAGED 


NEN te 


AND ALL 


“EMO 


PACKAGES 


mat 
rs he 
DESIGNED 2," 


MUST BE... 


e 


Ever see a toothpaste tube being filled? Maybe it never occurred 
to you, but what you take out at the top goes in by the bottom. 
And once the rear is sealed, the creamy stuff stays safe and 
sanitary till you take off the cap ...and pinch! This neat device 
for dispensing semi-fluids does a handy job of marketing drugs, 
cheeses, greases, inks, glues .. . creams and pastes of all sorts from 
the kind you shave with to the anchovy variety. 


To top the tubes, ingenious packagers have devised caps 
that make ’em handy applicators, to caulk a boatseam or nip a 
cold-in-the-head. 


This year, more than 580 million pliable tubes will consume 

a whale of a lot of tin and lead and aluminum. Like the packages 

that use paper and plastic, metal and fibre, they call for 

filling and closing machines, printing, shipping cartons, counter 

displays. They’re a central problem of business today, because 

packages must carry a big share of the selling load .. . create the 

impulse to buy, clinch the sale with facts, and make the a 
sale stick by keeping the product sound and fresh. 


That’s why MODERN PACKAGING is such a good place to sell the 

people concerned with packaging design, production and id you seta deeviteien thet 
merchandising. It’s been helping to solve all these basic problems goes into packaging any 

for some 26 years. It’s been selling the field that long, too! product . .. for its design, 

And today, it’s still out in front of the field... as survey after production or merchandising .. . 
survey proves. Ask for the facts. your advertising belongs in— 


\ \ 
MODERN PACKAGING 


A BRESKIN PUBLICATION 
575 Madison Avenue, New York 22, New York 





food’ 


it for you wholesale) .. . 
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& e @ Instant-coffee processors are cagey 
—secret process behind locked doors, all that. So, when we blabbed every- 
thing in a 9-page article, our joint jumped. Among other things, the author 
had Several Big Offers, and two West Germans have set sail to consult him. 
But we liked the very first reaction best: Fellow phoned to ask about the 
coffee extractors. His last name’s Cola; he puts up pop. He read our instant- 
coffee article and got a pop-processing idea. We mention this because it’s 
the kind of “idea exchange” that helps make food hot — one of your hottest 
industrial markets. 


pot S 0] | ] Nn? because of a mechanization spree in food man- 
ufacture. How else could food plants have raised output per man-hour 21% 
in six years? Never happened before! Now costs demand it. 


And, as big-spending food plants step up their engineering, they look for 
ideas wherever foods are processed — in bakery, brewery, cannery, in candy 
plant, dairy, meat plant. With one hand, they dish out $841 million a year 
for plant and equipment; in the other, they hold FooD ENGINEERING .. . 
open, well-thumbed. For they know one of FE’s jobs is helping each kind 
of food plant use the experience of the others. 


Your cup TUNS OVEY because this editorial formula 


brews a better audience. It has doubled FE’s all-paid circulation in 8 years. 
It puts FE on top in every industry-wide readership poll. It attracts the 
biggest advertising volume among food-industry-wide magazines. It piles 
those pages higher every year. And many advertisers who want inquiries 
say FE outpullis all other food-plant publications. 


Coffee or pop, pork or beans —it’s one food-plant market. And FoopD ENGI- 
NEERING can get it for you — wholesale. 


Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





pages pages 
1953 1952 1953 1952 








3.392 3,069 Remsen Advertising Agency 117 52 
189 167 Richards, Fletcher D., Inc. 3,454 
864 77 Rippey, Arthur G., & Co. 209 
1,193 Rit 
1,172 Rives, Dyke & Co. 
675 3 Robertson, Buckley & Gotsch 737 
313 2 Robotham, Edward W., & Co. 
84 ] toche, Williams & Cleary 
357 240 Rogers & Smith 
99 tolley & Reynolds 


tter, Martin H., Co. 44 


& Associates 

n & Johnstone 1,452 Rossi & Hirshson 
Rothman & Gibbons 

toy, Ross, Inc. 
Ruben Advertising Agency 
umrill, Charles L., & Co. 
Runkle, Lowe, C 
Ruthrauff & Ryan 
Sanger-Funnell, Inc. 
Sann, E. W., & Associates 
Saunders, Shrout & Associates 
Sayre, R. W., Co. 
Scheel Advertising Agency 
Schoenfeld, Huber & Green, Ltd. 


Schonfarber, Gordon, & Associates 


Ibert Sidney, Advertising 


ton Advertising Service 


Schram Advertising Co. 
J. B., Advertising Agency 
Seeds, Russel M., Co. 


Sebrell 


fic National Advertising Agency 
1m & Patterson 
urker Advertising Co. 


wker-Allston Associates 


Dp 
r 
Pa 
r 
n 

t 
_ 

§ 


ort 


tch & Curtis Advertising Agency 
zulson-Gerlach & Associates 
rtising 
Hamaker 
wn, Inc 


Co. 


Seix, James C., Co. 

Shaw, John W., Advertising Co. 
Shaw-Shon, Inc. 

Schecter & Levin Advertising Agency 
Sherman, Irvin, Co. 

Simonds, Payson Co. 

Sive, Leonard M., & Associates 
Skala, R. J., Co. 

Smith, Frederick, Advertising Agency 
Smith, Hagel & Snyder 


Speed & Co. 
Spitzer & Mills, Ltd. 
ner & Kriegel 


Peterson & Kempner 


Peterson, Robert, Advertising Management 


D + 


Calkins & Holden 
aake & Schoonmaker Co. 

tauffer, Fred J., Advertising 

tebbins, Barton A., Advertising Agency 
Steffen, Paul J., Co. 


ANnNNnNNMN 


n t 


ein Advertising Studios 


Advertising illar & Lester 
Tanner & Willox’ Stewart, James A., Co. 
Stone-Stevens, Inc. 
Sutherland-Abbott 
ida Larcom, Advertising swink, Howard, Advertising Agency 
Ratcliffe Advertising Agency Symonds, MacKenzie & Co. 
Taggart & Young 
Nm. G., Co. 345 
Reeves, Knox, Advertising Taylor-Norsworthy, Inc. 168 
Refsdal, Palmer N., Agency 17,884 
Reiily, Brown & Willard “Titds & Cantz 430 
Todd, Coleman & Associates 896 
Town Advertising Associates 83 
Towne, W. L., Advertising 764 
Tracy-Locke Co. 344 
Tri-State Advertising Co. 


Reach, Yates & Mattoon 
Read Brothers Tannhaeuser, 
Thompson, J. Walter, Co. 


Reincke, Meyer & Finn 
Reiss, Joseph, Associates 


*Not available 

"Formerly The Advertising Corporation 
*Agency started operation in August, 1952 
"Formerly Price, Hedrick & Tanner, Inc. 


*Not available 
Continued on page 94 
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Advertising leaders pick 


ANALYTICAL 
CHEMISTRY 


as the sales leader 











LABORATORY SUPPLY HOUSE dealers—who account for the bulk of 
direct sales to laboratories—place more advertising in ANALYTICAL 
CHEMISTRY than in all the other industrial chemical magazines 
combined! 


Member-companies of the SCIENTIFIC APPARATUS MAKERS ASSO- 
CIATION—whose products represent 85% of the sales volume of the 
instrument and apparatus industry—place 22% MORE advertising in 
ANALYTICAL CHEMISTRY than in any other magazine serving the field! 


And for very good reasons... 


ANALYTICAL CHEMISTRY’s circulation is concentrated among research 
and control scientists and engineers: physicists, chemists, metal- 
lurgists, biochemists, chemical engineers, and biologists. 9 out of 10 
of these readers do the laboratory buying for industry, government, 
universities, and research foundations. 








During 1953, ANALYTICAL CHEMISTRY published 2,090 pages of 
editorial...far more pages on the uses and applications of the 
following subjects than any other publication! 


@ RESEARCH and ANALYTICAL INSTRUMENTS 

@ LABORATORY EQUIPMENT and APPARATUS 

@ INSTRUMENTS for PRODUCT and PROCESS CONTROL 
@ REAGENT and SPECIALTY CHEMICALS 


seenirrnowore! ANALYTICAL 


REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, New York C - = Mi | S T R Y 


An American Chemical Society Publication 











NEW YORK CHICAGO CLEVELAND SAN FRANCISCO LOS ANGELES SEATTLE HOUSTON DENVER 
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pages 
1953 


1952 


pages 


1953 


1952 





. Hayden 
Agency 
i G. E., Organization 


Agency (Toled 


tising Agency (Great 


2,065 
187 
1,043 
447 
1,960 
362 
347 


814 


557 
406 


1,894 
168 
938 


Wildrick & Miller 
Wilhelms, Frank, Advertising Agency 
Williams, W. J., Advertising 
426 Wilson Advertising Agency 
49 Wilson, Haight, Welch & Grover 
105 Witte & Burden 
99 Wittner, Fred, Advertising 
410 Wolf, Leo, Advertising Agency 
84 Wolff, Ed, & Associates 
351 Wright Advertising Agency 
425 Wright, G. Wilfred, Agency 
187 Zimmerman, Walter J., Associates 


Grand Total 


Grand Total minus 1953 figures for agencies 
not including 1952 figures 





Sealed In . . Special machine seals 
Stillman Rubber Co.'s O-rings in individ- 
ual envelopes that save customers money 


J eqles 


Individual item package 
builds sales fer Stillman 

A new packaging system promotes 
sales for Stillman Rubber Co., Cul- 
ver City, Cal., by saving money for 
Culver’s customers. 

Stillman is a major producer of 
rubber O-rings used by aircraft 
manufacturers and equipment mak- 
ers to sea) hydraulic systems and 
equipment. 

Stillman began packaging the O- 
ring each in its individual, heat- 
sealed envelope. Specifications were 
stamped on the envelope. 
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726 
26 
198 
20 
2,787 
1,202 
1,263 
40 
1,494 
131 
21 
592 


506,777 
—6,423 


500,354 


896 
48 


20 


40 


91 
43 
580 


465,653 


465,653 


Previously, O-rings were handled 
in bulk and there was considerable 
loss due _ to handling, 
grease, moisture and corrosion. 

The envelopes reduced waste for 
the company’s customers by provid- 


excessive 


ing easy storage accessibility and 
making accurate tallies possible. 
They also encouraged mechanics to 
use only as many O-rings as were 
needed instead of asking for a 
handful. 








“According to Starch, the one on the right scored 
26% higher readership at the Chicago convention.” 
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MARKET DATA ON THE 
OIL REFINING INDUSTRY 


SUBJECT: Refining Processes 

















Familiar, everyday items like gasoline, kerosene, 
ethane, butane and naphtha are the end products of 
modern refinery processes. Crude oil, boiled in a 
still, is vaporized, passed through condensing pipes, 
and the various fractions are delivered to the nu- 
merous process units which make up the refinery 
manufacturing plant. 


WHAT IS A REFINING PROCESS? 


A process is a blueprint for an operation . . . the 
starting point, the plan for action, in all refining, 
petrochemical and natural gasoline operations. These 
operations include distillation, cracking, isomeriza- 
tion, alkylation, polymerization, extraction . . . each 
with individual process peculiarities. Constant modi- 
fications are taking place and new processes are 
being introduced. Only by diligent exchange of 
information through technical industry publications 
can refining men familiarize themselves with latest 
process information. 


SCOPE OF THE MARKET 

Growth, History. Mushrooming post-war expan- 
sion of the oil refining industry has been one of the 
most amazing stories in our industrial history. U. S. 
crude runs to stills (an accurate index) have 
increased almost 50% in the last nine years, now 
averaging 7,000,000 barrels daily. About half of all 
organic chemicals made in the U. S. today are based 
on petroleum. There’s no letup in the progress being 
made with petrochemicals, the booming offspring of 
the refining industry. Technical and engineering 
science are utilized to the highest degree, as Ameri- 
can inventive genius discovers new by-products and 
creates new markets for them. 

Location. Distribution of U. S. refining capacity 
by areas: (1) Texas-Louisiana Gulf Coast, 30.8%; 
(2) Middle West, 19.7%; (3) Atlantic Seaboard, 
17.3%; (4) West Coast, 14.9%; (5) Mid-Continent 
Area, 13.9%; (6) Rocky Mountain Area, 3.4%. 





FIRST Chotce of OCrclmen.... 











Principal foreign oil refining areas are Canada, 
South America, Europe, Middle East, Far East, 
Africa and Australia. 


EQUIPMENT USED 


Hundreds of kinds of equipment and supplies are 
needed in refinery operations. Because of 24-hour 
operation, high temperatures, pressures and corro- 
sion, equipment is constantly wearing out. Con- 
tinuous replacement and maintenance is necessary. 
New equipment is always being bought as extra 
process units are added, or as old ones are being 
expanded. Here’s a partial list of key equipment 
classifications: 

Boilers Instruments and Control 
Buildings Apparatus 
Compressors Insulation 

Concrete Maintenance Equipment 
Condensers Piping 

Coolers Pumps 

Drums Reece Equipment 
Electrical Equipment Special Equipment 
Fittings Structural Steel 
Foundations Tanks 

Furnaces Tools, All Kinds 
Heaters Towers 

Heat Exchangers Valves 


ANNUAL EXPENDITURES 

The Refining-Petrochemical-Natural Gasoline In- 
dustry represents a $1 billion annual market. More 
than $700,000 per day is spent for replacement and 

maintenance alone. Average yearly expenditures on 
pumps and compressors are $47 million; on insulat- 
ing materials, $12 million; on electrical equipment, 
$9 million; and so on. 


SALES APPROACH TO THIS MARKET 


In a typical refinery, 34 or more men have buying 
influence. Reaching these men (beyond the barred 
gates and armed guards) requires considerable pre- 
selling. Learn how to do this most efficiently and 
economically from PETROLEUM REFINER’s 1954 study 
of Refining Industry Buying Practices, an extensive 
research project on buying influences made among 
PETROLEUM REFINER’s 13,500 paid subscribers. 


Ask for your personal copy of PETROLEUM REFINER’s Refining 
Industry Buying Practices today, on your company letterhead. 
Copies are limited, so send your request immediately to any 

of the Gulf offices listed below. 


LETROL EY, 


LET, 
i 


GULF PUBLISHING COMPANY 
Apectalized PEROLUM Siblications 


Houston (6), 3301 Buffalo Drive, LY nchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 


Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2550 


Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 
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This machine tool—the Cross Transfermatic—is typical of the whole 
booming electrical products market. It makes intake manifolds... 
automatically. It bores, drills, mills, chamfers, taps...has power 
wrenches to hold the work, power conveyors to move it along... 
all controlled electrically by relays, solenoids and limit 

switches. This is revolution...the beginning of the second 
industrial revolution, which will change the world (and its 
markets) as enormously as the first one did. It is here now in 
machine tools and typewriters, dishwashers and oil drills, 

heat pumps for houses, billing machines for business, 

and more new machines and appliances every day. 


The automatic age is based on electrical design development. It is elec- 
tricity that makes machines automatic. It takes electrical power. ..and 
electrical controls ...and a whole new electrical technology put to work 
at the design engineering level. 

It has always been ELECTRICAL MANUFACTURING’s function to help 
the men who design these electrically operated machines, appliances and 
equipment. It keeps them up on the new electrical technology ... helps put 
new ideas, new materials and finishes, new components and new processes 
into actual application in product design. 

ELECTRICAL MANUFACTURING is your basic publication to sell the 
original equipment market. It goes right to the heart of the booming market 
...at the design engineering level wherever electricity is put to work in 


product design. 





Electrical === 
Manufacturing 


ie 


THE GAGE PUBLISHING COMPANY e Publishers to Industry Since 1892 ¢ 1250 Sixth Avenue, New York 20, N.Y. 


designed by the readers of... 
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“Our purchasing function provides outstanding opportunities for major 


economies in our costs of doing business.”’ 


HOBART C. RAMSEY, President, Worthington Corporation 


PURCHASING Magazine has served industry’s purchasing executives if you sell to 

since 1915, and has achieved recognition through the years as the - PURCHASING 
PAs own magazine .. . the unchallenged leader in its field. Today industry . . : use 

it delivers the largest available coverage of industrial PAs. on 
Measure PURCHASING’s importance in your advertising plans by 

the importance of the audience it serves, and you will see why it 

has become the basic medium on so many leading industrial 
advertising schedules. 


A Conover-Mast 
PURCHASING Publication 
205 East 42nd Street, New York 17, N. Y. 
The basic magazine on any industrial advertising schedule! 


SPA 





copy chasers 


Needed: stronger building ads 
.. ‘sells houses’ isn’t enough 


® FORTUNE CALLS it “the insatiable 
market for housing.” That’s in 
Chapter 7 of its superb “Changing 
American Market” series, February 
issue. The bold type at the start of 
the article says: 


The dynamic changes that have re- 
made the nation since the war are also 
transforming the housing industry, which 
is making more progress and showing 
more promise than it has in a century. 
today is the only one of the 
largest that 


growing 


Housing 


nation’s four markets has 


strong potentialities for faster 


than the economy as a whole. 


That, plus a reading of this story, 
was more than enough to send us 
off to some of the building and 
architectural magazines to see what 
kind of copy was being written to 
this hungry market. But before 
we did, we happened to come across 
a little folder from one of the field’s 
business papers that may have lead 
us into trouble. It said, “Do the 
products you advertise help sell 
houses? If so, how?” Inside it said: 


Today, almost all houses are built to 
sell . . 80% in 1950 and the trend is up. 

So the very first question every building 
man asks about every product, along with 
its installed cost, is. . . 

Will it help sell the house? 


On the face of it, this is com- 
pletely sane and sensible . . at least 
in the hands of an intelligent ad 
writer. But, yes but .. let us show 
you what happens when it is too 
literally translated. 

You are interested in buying a 
new house. So your wife and your- 
self get in the car and buzz out to 
O’Shaughnessey’s Estates, a new 
project ten miles outside town. 
You drive up, park the car, join the 


crowd, and start looking around. 


What’s the first thing you notice, 
outside of the general design of the 
house, itself? We'll tell you. It’s 
the shingles . . Gold Bond Asbestos 
Shingles. Eureka, you're sold. Oh 
yes, you are. It says so right here 
in this National Gypsum page, 
“Gold Bond Asbestos Shingles Sell 
... Save.” The very first line of 
copy tells the builder so . . “You'll 
sell houses faster and easier if you 
side them with Gold Bond Chroma- 
Tex Siding Shingles. Here’s how. 
First of all, your houses will have 
all the rich eye appeal...” 


But hold tight. Let’s suppose, 
somehow, your eye missed the shin- 
gles. Now, you're at the front door. 
And what do you see? Good God, 
a Reynolds Aluminum Combination 
Door! You're cooked, cookie! Don’t 
argue, we’re in the know again. 


OK 


as inserted 





VY 


It says so, right in this Reynolds 
Aluminum page, “Aluminum Com- 
bination Doors Help You Build Bet- 
ter, Sell Quicker!” 

Okay, you're tough. Or your 
missus is tough. Or maybe you 
walked around back of the house 
and missed the front entrance. But 
you still haven’t got a chance, Bud. 
What’s that thing you just tripped 
over? It’s a new Service-Way base- 
ment entry. What a cellar door! 
You'll be the envy of your friends. 
So you buy. Says so right here in 
this Heatilator Inc. half-page, “This 
new convenience helps sell homes.” 
Well, at least they’re a bit more 
modest about it. 

So you didn’t even go in through 
a door. You climbed in a window. 
“Come on, up you go, Ermintrude. 
There’s the girl!” Look again. 
Ever see a window like that? Does 
it slide up? No, sir. Does it open 
out? Yes, but not like a casement 
job. This is a Gate City Awning 
Window, and it sells houses like 
silly. We know, thanks to the Gate 
City Sash & Door Co., and its page 


Continued on page 102 





Gold Bond Asbestos Shingles 
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ALUMINUM COMBINATION voor 
YOU BUILD BETTER 





REYNOLDS @& ALUMINUM 
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Gold Bond . . says you're sold 


Reynolds Aluminum . . don’t argue 
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To sell America’s 


huge textile manufacturing 


market . 


is 


your 


TEXTILE 


BASIC 





Pin-point the 2,862 U. S. knitting mills. Textile Industries carries even more knitting 


production articles than the specialized knitting journals. 


This stronger, more helpful editorial 
content is only one of the reasons 
why advertising aimed at knitting 
mills through TEXTILE INDUSTRIES 
produces more sales for you. 

T. I. delivers to you a bigger re- 
sponse from knitting mill buyers— 
as evidenced by inquiries for more 
information on yarns, knitting ma- 
chinery, dyes, chemicals and sup- 
plies of all kinds. 


This is made possible by TEXTILE 
INDUSTRIES’ sensible plan of com- 
bining paid circulation with Di- 
rected Distribution. The result is an 
intensive coverage of that tremen- 
dously important 78% of U. S. 
knitting mills that operate 98% of 
all knitting machines in the country. 

This remarkable coverage pattern 
extends to all other divisions of the 
industry. The result is that TEXTILE 


heeled hte — FR Cy MRE adit hh «e 
Pewee wre eh ah a i a ee cw = 
were asks dhe Pe tn rr Ee = Ro. 


power availabl 


You buy no waste circulation. You 


advertising medium. 





[om 2o 


Here is the most complete unit coverage and 
thorough penetration of U. S. textile buying 


e to you. TEXTILE INDUSTRIES 


carries the editorial assistance, industry news 
and advertising sought for by mill executives 
and supervisors in— 
98% of U.S. spinning mills—with 99% of the spindles 
93% of U.S. weaving mills—with 99.7% of the looms 
78% of U.S. knitting mills—with 98% of the machines 
93% of U.S. dyeing, bleaching, finishing plants and de- 
partments—doing 98% of the volume 
100% of U.S. synthetic fibre manufacturing plants 


get more for your advertising 


dollar. Only T. I. gives you this complete unit coverage plus pene- 
tration for textile mill selling. TexTILE INDUSTRIES is your basic 


Lergest total U. S. circulation — largest mill 
circulation in the world 
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INDUSTRIES gives you the largest 
mill circulation throughout the 
world. Its readership by mill presi- 
dents, superintendents and other top 
mill executives is unequalled. To 
sell the whole industry, TEXTILE 
INDUSTRIES is your basic advertising 
medium. 

TEXTILE INDUSTRIES — 806 Peachtree 
Street, N.E., Atlanta 5, Georgia. 
































INDUSTRIES | 
advertising medium 


What purchases are being made by 
knitting mills? 


SURVEY-MILL “N” 


Here are actual purchases made in one year by a full-fashioned mill with 
20 machines producing ladies’ nylon hosiery at the rate of 1,800,000 pairs 
per year. Mill “N” is just one of 2,862 U. S. knitting mills that operate a 
total of 196,200 knitting machines. Though the name and location of 
Mill “N” — of which only a partial lising of annual purchases is shown 
here — cannot be published, a TEXTILE INDUSTRIES representative will 
gladly show you complete figures for this mill and a number of others. 


Acetic acid 
Bands, steel shipping 
Body producing 

$2,000.00 
Boxes, hose $69,500.00 
Chemicals $11,301.00 
NE sks aren nns> x . $9,713.00 
Folders, inside wrap. . $18,030.00 
ce ee eee a . $2,375.00 


Leveling agent ..... .7,450 Ibs. 
Needles, knitting ... .$9,500.00 
Packaging material . $88,745.00 
Scouring agent 29,900 Ibs. 
Shipping materials .. .$2,324.00 
Softener, cation 150 Ibs. 
Softening agent 
Solvent, transfer 
Stripping agent 


Remember, this is only a partial listing of annual purchases made by 
ONE knitting mill. Of the remaining 2,861 knitting mills, some are 
smaller, some are larger but their aggregate purchasing power is tremen- 


dous as the above figures indicate. 
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THIS KITCHEN 
‘SELLS HOMES! 


_ Built-In Electrie Range 
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To sell today’s houses faster, 
know today’s incinerator story! 
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advertisement, “You can depend on 
DESIGN to sell the homes you 
build.” And down in the text it 
says, “ well designed windows 
can make sales faster than any 
other single feature.” 

Wait a minute. Get that hand 
off your checkbook! You ain’t even 
in the house yet. We admit, with 
the right shingles, front door, cellar 
door and windows, the odds are 
agin you . . but give one quick look 
anyhow. Wowie! Pipe that living 
room wall. Ripplewood paneling, 
that’s what it is, all right. That 
does it. You're a done duck. 
Georgia-Pacific Plywood Co. nails 
you to the wall in its two pages, 
“Ripplewood ... the exciting tex- 
tured paneling that makes them 
buy.” Get a load of that “makes.” 
Surrender, dear? 

Saved! The wife just remem- 
bered the kitchen. Wives always 
want to look at kitchens even if 
they hate like hell to ever be caught 
So you walk in. Man, oh 
man, that floor! Gold Seal Vinyl 
Tile, no wonder. And in Bermuda 
Hues. Why don’t you just lie back 
and enjoy it? It’s inevitable. Con- 
goleum-Nairn insists, in a lovely 
4-color page that it’s “The plus that 
counts when you’re selling a house!” 

But the boss is a little brighter 
than you are. “The stove,” she says 
to herself. “All kitchens have a 
stove. Where is the stove?” Well, 


in one. 
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r Wheel Corp. .. gets your old lady 


wherever it is, it’s gotta be electric 
. . because the Electric Range Sec- 
tion of the National Electrical Man- 
ufacturers Association damn _ well 
knows “That’s what really sells a 
house.” But what brand? Thor, 
stupid. Thor has a color page that 
screams in big letters, “This Kitchen 
Sells Homes!” 

Then you take a turn for the 
better. Suddenly you remember a 
kitchen has to have more than a 
stove. Like what? Like a dish- 
washer, for instance. And there, 
right near the back door is a Kitch- 
en Aid, KD-20, free-standing mod- 
el, and just as pretty as you please. 
If you’d only come in the back door 
now, you’d own the house . . be- 
cause this Hobart Mfg. Co. page is 
headlined, “The back door opens 

. the sale is closed!” You were 
lucky that time! 

Now, the builder’s man catches 
up with you. "Lovely, huh,” he 
says. He doesn’t look any smarter 
than you, so you figure you can 
out-fox him. “It’s okay,” you an- 
swer, slightly condescendingly. “But 
what I’m really looking for is some- 
thing a little different.” He bobs 
right back. “How’s about a roomful 
of sun?” he asks. “Like what?” 
you ask, and with that he leads you 
into the bathroom. Yes, a beauti- 
fully tiled bathroom. None of that 
plastic stuff you can stick on your- 
self. Real, genuine tile . . rich blues 


and greens. On the floor even. So 
you swoon into the tub. And he 
merely smiles, knowing all the time 
that the American-Olean Tile Co. 
says in its ads, “A roomful of sun 
helps sell a home.” 


But Mrs. Homeseeker, you hadn't 
counted on her in a pinch. Far 
stronger than she looks, somehow 
she drags you out of the bathroom, 
all the time asking the builder’s 
boy, “What’s in the cellar?” You 
immediately regain consciousness 
because that’s something a man’s 
supposed to ask. So, down you 
go, and lo and behold, what’s that? 
The first thing you see . . a Duo- 
Therm Incinerator! No more burn- 
ing the garbage in the backyard at 
night. The Motor Wheel Corp. 
who makes ’em has you vanquished 
in spades, just like it promises the 
builders in its ads, “To sell today’s 
houses faster, know today’s incin- 
erator story!” And if Motor Wheel 
didn’t get vou, Bowser, Inc. would 
get your old lady because its ad 
claims, “You can’t top this for Sales 
Appeal! Mrs. America picks In- 
cinor.” 

You fight back. “Never mind the 
incinerator,’ you mumble groggily. 
“Where’sa furnace?” “Furnace,” he 
says. “Sir, we give you Chrysler 
Airtemp year ‘round air condition- 
ing!” You see yourself, mid-July, 
completely comfortable in your old 
corduroy smoking jacket . . while 
outside people are dropping like 
melted butter on the hot pavements. 
And right . . for this current Chrys- 


Continued on page 106 
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Chrysler Airtemp . . not just a furnace! 
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As Mass Production goes...so goes America 


—- als Seer 


Why “short change’ yourself 
on coverage of MASS PRODUCTION ? 


Today, it takes 24,653 copies of PRODUCTION magazine to reach the 
buying influences of mass production metalworking alone. PRODUC- 
TION is the only magazine which gives such intensive and extensive cover- 
age of metalworking’s biggest-buying, largest, wealthiest segment. 

Do you want to risk missing these important mass 
production buying influences? 


bP PRODUCTION 


BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 








certified proof that 














are buyers of 





THE INDUSTRIAL PUBLISHING COMPANY 


proudly presents 


ACTION 2? AUDIT 


...answers the questions most asked 


by ADVERTISING BUYERS 


Buyers who want their advertising to create sales ask 
these questions about a publication: 


Does it cover the particular market | want to reach? 

Does it reach the men in that market who make the 
real buying decisions? 

Does it have continuously high readership by 
those men? 


Industrial Publishing Company, as the result of months of 
study, checking and analysis now brings you clear-cut, 
authentic answers to these questions through an amazingly 
revealing method called ‘‘ACTION-AUDIT”’. 


“ACTION-AUDIT”’ is exactly what the two words imply — it 
is a certified audit of the action created by the publications 
checked. The thousands of inquiries received as the result 
of advertising in a month's period are tabulated, identi- 
fied and classified according to ‘‘wanted information”’. 


From this tabulation ‘“ACTION-AUDIT"’ tells you with un- 
erring accuracy the morkets covered, by types of plants 
. .. identifies the men who make the buying decisions ... 
reveals their readership habits . . . and in addition fells 
you the extent of interest in the particular product or ser- 
vice you want to sell. It is positive proof of a publication's 


ability to cover a market. 


Industrial Publishing Company, a pioneer user of the Fran- 
chise Circulation method takes great pride in the results of 
this first ‘‘ACTION-AUDIT"’, It furnishes tangible proof that 
the Franchise Circulation method reaches the active buyers! 


The tremendous number of inquiries received each month 
and the ‘‘ACTION-AUDIT"’ of these inquiries is proof of the 
great selling power of these six publications in their 
respective markets. Ask your INDUSTRIAL PUBLISHING 
COMPANY representative to show you an ‘‘ACTION- 
AUDIT", or write for a copy of “ACTION-AUDIT"’, 
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@ APPLIED HYDRAULICS 
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@ INDUSTRY & WELDING 
@ COMMERCIAL REFRIGERATION & AIR CONDITIONING 
@ INDUSTRY & WELDING QUARTERLY 


@ FLOW 
@ OCCUPATIONAL HAZARDS 


@ PRECISION METAL MOLDING 


@ FLOW QUARTERLY 
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| Industry 5 Welding 


Every inquiry, of the thousands received, is set up on a 
Remington-Rand punched card system. From the inquiry, 
every fact of value to an advertiser is then recorded and 
checked — name of plant, location, name and title of 
inquirer, type of product inquired about, etc. A nationally 
recognized firm of certified public accountants establishes 
the validity of the inquiries by its own independent verifi- 
cation methods, This firm prepares its own report of its 
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a new meaning tor the word P200F! 
& 


findings and this report is made available to advertisers 
exactly as it comes to us! 


As a result of this “ACTION-AUDIT", the answers to 
questions about readership buying habits can be quickly 
submitted, This gives new meaning to the word PROOF — 
and INDUSTRIAL PUBLISHING COMPANY is proud to be the 
first to give it to you — truthfully, unbiased and verified ! 


THE INDUSTRIAL PUBLISHING COMPANY 


1240 ONTARIO STREET 


Member B.P.A. 


CLEVELAND 13, OHIO 
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ler page says, “To make home sell- 
ing easier build in Chrysler 
Airtemp.’ Should you, on the other 
hand, be an old Buick or Stude- 
baker driver, and want no never- 
mind with a competitor, switch to 
the Servel Wonderair. This Servel 
page promises, “Turn prospects into 
buyers with Servel Wonderair All- 
Year Air Conditioning.” Or a Sun- 
beam. American-Standard 
“Here's how you can give all the 


says, 
homes you build the sales magic 
of fully automatic summer cooling.” 

If you somehow keep your wits 
about you, and hold out for some- 
thing more in the line of what’s 


that’s close to a sneer. “Trane 
Baseboard Convectors!” you shout, 
waves the smelling 
This time, 


stalling, you are 


and mamma 
salts under your nose. 
and no more 
through, because even you know 
that “The minute a prospect walks 
Trane Baseboard 
Heating starts selling your homes.” 

You wave the smelling salts away 


in the door . 


proudly, square your shoulders and 
walk back into the bathroom to col- 
lect your wits. You shut the door, 
turn the latch, face around . . oh, 
no, not that! A U/R toilet, the 
magnificent Como model, gleaming 


in its pristine whiteness! You kneel 





Mr.BUILDER! 





HERE'S THE KEY TO 
QUICKER SALES and 
BIGGER PROFITS 








The Kovustine “LOW BOY 
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makes houses 
sell easier! 
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The Warts Finest Bathroom Fixtures 
Rit 
“Universal Rundle 








beware of the Low Boy 

still known in good circles as a 
furnace . . beware of the Kaustine 
Low Boy. “Mr. Builder!” exclaims 
the Kaustine Furnace & Tank Corp. 
in a page ad, “Here’s the key to 
quicker sales...” It is, too. Ad 
even has a big key in it. 

Just made a startling discovery. 
No cellar! The heating plant is up- 
stairs. It’s a Coleman, built in the 
wall. You're still on the short end, 
though. The Coleman Co.’s head- 
line for this spread, “New Coleman 
gas wall heaters cut your costs — 
sell low-cost homes faster.” But 
suddenly you remember. Base- 
board heating is what you really 
want. The builder’s laddie reads 
your mind. He waves his hand. 
“Like this?” he asks with a smile 
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Universal-Rundle . . makers of the finest 
on the floor, rest your checkbook 
on the seat and write out a fat de- 
posit. “Style and performance 
makes houses sell easier!” echoes in 
your ear. Ah, how right you are, 
Universal-Rundle, of the 
world’s finest bathroom fixtures! 


makers 


It's Not the Ads .. It’s the theme 
and the trite and the tense. 

A long lot of words to make a 
point? Not so .. when the major- 
ity of the advertisements in the 
building and architectural books are 
beating the “sells houses” theme to 
death. And the bloody crime of it 
all is . . once you're into the ads, 
pictures and most of the text 
most of them are good solid selling 
advertisements. Oh, how it hurts! 


Yes, by all means tell the builder 
your product helps sell houses . 
but don’t be so childish about it. 
In the first place, the guy couldn't 
be a successful builder and be stu- 
pid. In the second place, if most 
of the ads are pushing products that 
help sell houses . . then the builder 
is worse off than he ever was. He 
still has to make a selection of the 
right products, the best products 
despite this mob hysteria of “sells 
houses.” 

The easy, literal translation of the 
theme? Burn it. An ad that has, 
written all through it “sells houses” 
ever using those two 
weary-weary words wonderful! 
And possible. The trite? The mag- 
azines are jammed with all the 
warning flags any advertiser should 
ever need to scare him off. And 
the tense? At least watch the tense. 
Not “sells.” “Sold?” Sure thing. 
Fine and dandy. Lookit. . . 


without 


x%Here’s one, sweet and simple. 
A spread United States Steel 
homes. “I sold 25 Gunnison 
Homes in just 10 days.” An estab- 
lished fact. How many houses. 
How many days. Bingo! Even 
without the copy we’d give an OK 
AS INSERTED tO WILLIAM RAUL, copy- 
writer, Batten, Barton, Durstine & 
Osborn, Pittsburgh, and KARL R. 
OESTERLE, advertising manager of 
Gunnison Homes, Inc., U. S. Steel, 
just for that tidy headline. But 
we'll give you a sample of the copy, 
too, because it also has no nonsense 
about it: 

W. B. Eagles got his new Whipps Mill 
Village off to a rousing start last year: 
he built and sold 55 homes, and he de- 
veloped the land for more than half of 
the 74 homes he will complete in 1954. 
Every home is individually styled, every 
one fits comfortably on a 60-foot lot, and 
most important, every one is a Gunnison 
Home. Here is what Mr. Eagles told us: 

‘To make a house development success- 
ful today, you have to have a sure supply 
of mortgage money. The prestige and ac 
tive assistance of United States Steel 
Homes helped me to get good financing. 
Ten days after I had’ mortgage money ! 
sold 25 homes. . .’ 

Cut out of the same good grade 
of copy cloth, this General Electric 
spread “Sold 12 G-E ‘Young 
America’ Houses the first month!” 
There’s that “sold” again. Under 
the picture on the right hand page, 


Continued on page 110 















































They’re playing our song at the company dance 


Turn a salesman loose at the company dance and 
he’d be happy as a bee in clover. What a chance 
to buttonhole all the people who influence the 
purchase of his products for business or indus- 
try! Not just the president or the P.A. or the office 
manager or the plant superintendent. But also the 
people who often first voice the need for new prod- 
ucts or replacements. People like Smitty the book- 


* weyshit 
Saturday Evening 


yst 


The 


keeper, Grace the steno, Harold from shipping. 
Even the P.A.’s wife and the boss’ wife and the 
other ladies, bless ’em. 

But few salesmen ever get this opportunity. 
None, in fact, can search out all the hidden 
buying influences. It’s a job Sest done by the 
magazine read by the brass and the mass—The 
Saturday Evening Post. 


OY 


—gets to ALL the people who mean business 
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can new market magic Keep your 


Magic? On stage, the Chemical Process Industries! 
Look! New products! Presto! New markets! 

Entire industries revolutionized . . . 

new customers cut to your order overnight! 


Magic? Dollars from dirt . . . land, sea and the air itself. 

Seems but a wave of the wand and new wonders appear . 

plastics, miracle drugs, synthetic fibers . . . 

new markets like petrochemicals, atomic energy, chemicals from coal. 


Lo! Your whole selling future is changed, 


Magic? Modern Merlins — we call them chemical engineers 
transform laboratory dreams to the day-to-day realities 

of low cost, big volume production. Call it creative ingenuity — 

or just a plain, honest-to-goodness brain-itch but it’s their drive 
that’s helped multiply CPI output five-fold within a dozen years .. . 
their vision that’s opening wide a gold mine of opportunities for you 
here in this $59 billion producing, $43 billion-a-year spending market. 


Magic? This kind takes hard work . . . with chemical engineers 
constantly digging for better raw materials, equipment, new techniques 

. . and utilizing every bit of how-to they can get their hands on. 
Like .. . How To Cut Chlorine Cell Costs — New Seed Oil Refining Process 
How To Select Your Materials . . . like the problem-solving stuff 





that 38,000 engineering-minded, purchasing-powered men 
find in CHEMICAL ENGINEERING’s editorial reports . . . 
the helpful buying data and supply sources 


they depend on in its ad pages. 


Magic? You'll think this magazine's got it \ 
when you see the results from its high readership, \ 
low cost advertising. Doesn't it add up? If you want to put 

more products in the chemical engineer’s plant, you'll get 

the best open-sesame from his own business paper .. . CHEMICAL ENGINEERING. 


= 





. 





dond Lor those CPI salles toors 


INDUSTRIAL PLASTICS . . . a 12-page report for the 
producer of plastics materials . .. shows CPI applications 
and properties desired . . . users’ experiences that guide 
selection ... market outlook for the future. 


PETROCHEMICAL PROCESSES .. . a 20-page digest 
on petrochemical technology, the glamour baby of the 
CPI. Today it’s building so fast it’s a problem in itself 
to keep up with new plants and products. This little hand- 
book can be of tremendous help to you. 


COAL CHEMICALS: See how your product can fit in 
coal hydrogenation processes . . . a complete pictorial 
flowsheet. Plus . . . development of coal chemicals — 
equipment design — raw materials significance — produc- 
tion schedules . . . a comprehensive report on the chemi- 
cal engineer’s role in this new field. 


WRITE TO CE’s RESEARCH DEPARTMENT for 
copies (extras for your associates if you wish). Or give 
your CHEMICAL ENGINEERING representative a call. He'll 
be glad to serve you — carries other marketing helps, too. 
Remember — he’s your service man. 


more engineering-minded production men read it... P- 


more advertisers invest more pages in it... 


Chonizal Eaginsoring 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND ST., NEW YORK 36, N. Y. 
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Homes in just 10 days” 


Lnited Mates Steel Homes, Inc. 
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G-E has a big question, “The Rea- 
son?” Here's the answer in a sub- 


head: 


And again, this time the Carrier 
Corp.’s page . . “At Fairfax Village, 
Fort Lauderdale, Florida. . . They 
even sold one Weathermaker Home 


by mail!” Here, try the text. 


relopment success 
homes are sold the first week 

s outstanding about these 
>d homes that an 


one by mail 
qirtlax Villiage ana 


Weathermaker 
> bedrooms, tw 
of appliances 
varrier 

Weathermaker air conditioning. They 
for just $13,784 

The Carrier dealer 

n. the plans 
which cut 


air conditioning, impr 


developer 
modifications 


For instance. . . 


Even the straight, old-fashioned 
testimonial has its place, does its 
job. Kelvinator’s “Successful build- 
er tells you why he uses Kelvinator 
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Cabinets” has high reality and cred- 
ibility in its favor, right on down to 
the reproduction of the testimonial 
letter. 

Through all of these 
seems to be an understanding, a 
recognition on the part of the ad- 
vertiser that the builder is no dun- 
derhead, that he knows that air 
conditioning, for example, will help 
sell houses. And twin to that rec- 
ognition, a realization that there are 
other things more important he 
must know. Can he afford it? Are 
there possible economies? Will it 
help or hinder him in his financing 
with his bank? Is his local dealer 
a jerk, or can he really be of tech- 
nical-economic help? And a hun- 
dred others. Are not these the 
things that really sell houses? 


ads there 


No Axe To Grind 

Herewith, a random assortment of 
interesting ads on a variety of ap- 
proaches . . some good, some excel- 
lent. Par example: 

Curtis Companies an effective 
3-page space unit, opening with a 
right hand page panelled of into 
four rectangles. In each, a pregnant 
question . 

“How can an awning window be 
a casement?” 

“Can a hopper sash be 
changeable with a louvre?” 

“What window is always right 
side up?” 


inter- 


“Can one basic window unit pro- 
vide more than 1000 window com- 
binations?” 

* All the answers, and more, on 
the next two pages. An OK AS IN- 
SERTED to copywriter WALTER H. 
BAERS, The Buchen Co., Chicago. 


Minneapolis-Honeywell Regula- 
tor .. don’t guess we've ever seen a 
poor Honeywell ad anywhere. This 
spread in the same top league, no 
pressing, no screeching . . “Thermo- 
stat outside the house gives won- 
derful Weather Control inside.” 
Beautifully documented with 
tures, diagrams and text, clean, edi- 
torial-quality layout. A pleasure. 

Sargent & Co. the best virtues 
of a product, like a person, may well 
be the simple, the obvious ones. 
Sargent says, “No other lock can be 
installed faster than Sargent Aligna 
Lock.” And then, if you’re worried 
about labor “Even non-skilled 
help can install Sargent’s new high 
lock easily, ac- 


pic- 


quality, low cost 
curately and economically!” 
Libbey-Owens-Ford . . how’s this 
for a way to sell an all-glass, inside 
“Each decorates the 
through this lovely door.” 
what’s wrong with 


door room 
other 

Kentile, Inc. . . 
selling your product’s quality right 
to the hilt . . “Tests like this insure 
the quality of Kentile asphalt tile.” 
Pictures demonstrate the head 
for flow in manufacture, color uni- 
formity, tolerances, surface smooth- 
ness. 


rontinued on 
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Curtis . . opening of effective 3-page unit 








During the past five years, 
the radio-electronic industry’s spectacular growth 


has been paced by the increase of 
advertising pages in the IRE DIRECTORY, 
and “Proceedings of the 1.R.E.” g 





fovoig Tut 


From 747 pages in 1949 to 1908 pages in 1953 — that’s 
how advertising in “Proceedings of the I.R.E.” sprouted 
in five short years. It’s a whopping 155.4% increase. 


Not to be outdone, the annual IRE DIRECTORY 
also shows a mushroom advertising growth of 214.5% 
—from 133 pages in 1949 to 418 pages in 1953. 


So rapid is progress in the radio-electronic field, 

so far-reaching is each new engineering achievement, manufacturers 
must run to keep from standing still. It’s the radio engineers — 
designing, planning, producing and buying— 

who are the backbone and brains of this vast industry. 

They are the “thinking engineers”— members of The Institute of 
Radio Engineers—the men you most want to sell. 


Engineers are educated to specify and buy! 


| 
b\ 
Published by ROE 


THE INSTITUTE OF RADIO ENGINEERS 
Advertising Department 


1475 Broadway, New York 36, N. Y. BRyant 9-7550 
CHICAGO + BEREA, OHIO * LOS ANGELES * SAN FRANCISCO 
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AUTOMATIC CONTROL .. . the only magazine 


covering the entire field of Automatic Control—in manufacturing 
* operations, in automatic end products, in data processing. 


Read by all the decision-making groups in the industries 
that you want to reach! 


Edited by John Diebold—the leading personality in 


this growing field. 


The potential of the Automatic Control 
Market is not yet tapped although sales already 
exceed 3 Billion dollars. There is no industry, no 
business, no field of human endeavor that is not 
subject to the Second Industrial Revolution. 
To help you reach this market, AUTOMATIC 
CONTROL will go to all the men who make de- 
cisions and authorize expenditure—especially to 
the management men who authorize the extra- 
ordinary expenditures peculiar to this field. 


AIM AND EDITORIAL POLICY 


To expand the application of Automatic 
Control in all phases of industry and business. 

Only AUTOMATIC CONTROL is conceived 
and designed to serve a dual function—to inform 
and influence management in lucid, non-techni- 
cal language—to serve as an up-to-the-minute 
forum of technical advances and developments 
for key engineering groups. 


FORMAT 


A distinguished square format magazine, 
handsome and striking, combining editorial con- 
tent of exceptionally high quality with the 
inquiry-producing performance of square format 
(editorial matter next to every ad.) 


CIRCULATION 


Over 30,000 controlled circulation to de- 
cision-making groups: 

Top Management 

Production Management 

Engineering Management 

Key Design Engineers 

Process & Control Engineers 

Research & Development Engineers 

Purchasing Officials 


Published monthly — Closing date: 10th of month preceding 
See rate card for additional data 


Edward J. Fregan, 
Advertising Sales Manager 





Advertising Offices 


NEW YORK 
330 W. 42 St. 
BRyant 9-6056 


CHICAGO 
111 W. Washington St., 
RAndolph 6-8497 


CLEVELAND 
815 Superior Ave., N.E., 
PRospect 1-5583 


WEST COAST ADVERTISING 
REPRESENTATIVES 


San Francisco, California 
Duncan Scott & Co., 
Mills Building 

GArfield 1-7950 

Los Angeles, California 
Duncan Scott & Co., 

2978 Wilshire Bivd. 
DUnkirk 8-4151 





AUTOMATIC CONTROL 


the MANAGEMENT magazine of Systems Engineering 


: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York, N. Y. 
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BOOST-OF-THE-MONTH 
COpy chasers * © begins on p. 99 Ordinarily we're against ads that 
swipe the editorial makeup of the 
Now build exposed bea anywhere magazines they’re in . . but in the 
with new 3 in 1 Roof Deckand save'80 to'300 a home case of the Ernest Pierson Co. in 
House & Home it seems just right. 
This is a long half-page. Two- 
thirds of it devoted to two halftones. 
One shows a woman lifting a pane 
of glass out of a window. The oth- 
er shows a carpenter putting one in. 
Each looks easy as pie. Nine line 
text, under just “Sashless Window” 


states: 








. 1F# Boor ween 2. Ts weeation 3, Ax rewune canine 
sash sections around 


— thus eliminates 





putty, sash-painting and all hard 
“7 war rept the lock. The glass, 3/1 
INSULITE ryst slides in a 2-inch thick redwood 


Roof Deck o 








igned that inside and outside 











plete whether you use dry 
or siding. The window was 
designed and is manufactured by a home 
= ; , ; builder, who thoroughly proved its de 
Van Packer Corp. . . here’s a belongs only with one type of con- ae 
. , pendability in a coastal climate of 
formula ad that proves how valu- struction. Hence this appeal LR ee Te eee 
i : i lashed winter rains. The Pierson 
able a knowledge of formula can be “Glass block ‘belongs’ with wood or ; fs monufactired by 
to the writer. “A genuine masonry brick .. traditional or modern.” And 
chimney . . packaged to go up in that’s the way the pictures show it 
142 hours” is what the headline . . “with brick” . . “with cement Boost to JOHN LOBUONO, copywrit- 
promises. And equally pertinent block” . . “with wood” . . and one er, John LoBuono Advertising, Eu- 
subheads . . “Safety equal to 24” thrown in for good measure, “with reka, Cal. 
brick wall” . . “Approved for all pleasure.” The Copy Chasers 
fuels” . . “Conventional brick ap- 








pearance” . . “Saves time, material, 
space” . . “Immediate delivery.” 





xInsulite (a division of Minne- 
sota & Ontario Paper Co.) . . a real 
doozey of a two-pager, “Now build 
exposed beam ceilings anywhere in 
U.S. with new 3 in 1 Roof Deck and 
save $80 to $300 a home.” Superb 
pictures, tight text, good heft to 
layout, a winner from any angle. 
OK AS INSERTED to W. S. WHEELER, 
copywriter, Campbell-Mithun, Inc., 
Minneapolis. 

Bell Telephone . . We hate them 
when they chase us on our bills, but 
we've got to admit they turn out 
nice, easy-sell advertising. Read 
this: 

home you design will have at 


telephone. And most home- 


want telephone wires con 





Sashless windew 
There’s an easy, inexpensive 
vide for this. Specify telephone 


conadults 





Owens-Illinois . . Well, we see it 
this way. Apparently some archi- 
tects and builders think glass block Bell Telephone . . nice, easy-sell advertising Pierson . . seems just right 
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AVERAGE 





18,402 


PAID 




















National Newspaper of the Motor-Freight Carriers 





1424 SIXTEENTH ST., N.W. 


¢ WASHINGTON 6, D.C. 








RENEWAL PERCENT 


TRANSPORT TOPICS enjoys a paid circula- 
tion in excess of 18,000 and a renewal 
percent of 83.21. 

This renewal percent attests to sound- 
ness of circulation built on editorial excel- 
lence. TRANSPORT Topics’ coverage of 
trucking industry news has proved indis- 
pensable throughout the years to motor- 
freight executives everywhere in this coun- 
try. They need the expert news gathering 
and news analysis which TRANSPORT 
Topics alone provides—a national ABC 
newspaper. No other publication in the 
national truck fleet field can match its 
news or market coverage, its renewal 
percent or its readership. 

Nine out of 10 motor-freight carriers 


\_/ 


Cosa” 





*ABC June 30, 1953 


for-hire read it regularly week after week. 
Three out of four say it is essential in 
their business. 

Remember, these are men who operate 
well over one million power units and at 
least 50 percent of the tractor-trailer com- 
binations on the highways. They account 
for more than 51 percent of the truck ton- 
miles rolled up each year and earn $5 bil- 
lion annually—the largest single motor 
transport market in the country. 

In TRANSPORT ToPIcs your advertise- 
ment will appear on a page with ‘‘must”’ 
reading by men and women who control 
the purse strings of the $5 billion motor- 
freight industry. In the for-hire market 
TRANSPORT Topics rates Number One. 


Syne, 
Cnt) COPY OF PAPER AND ABC STATEMENT SENT AIRMAIL ON REQUEST <p: 
/ i _/A) 


Cugat 


April 1954 /118 





4 ° age volume holds about level 
adver tising volume - ang eons cnt 


® ADVERTISING VOLUME held almost 


. b : cr ers level in March according to 279 
1fTl usiness Pp Pp business publications reporting to 
INDUSTRIAL MARKETING. 

IM’s tabulation showed a slight 

dip in March . . 0.8% (316 pages) . . 
and the first quarter total was off 
even less . . 0.3% (328 pages) .* 

Industrial publications showed a 
gain of .02% (5 pages) for March, 
and 0.5% (322 pages) for the first 
three months of 1954. Trade papers 
following figures must not be quoted or reproduced without permission dropped 4.5% (295 pages) in March, 
and lost 692 pages (3.7%) for 1954 
thus far. 

The nine product news papers re- 
24,086 24081 + 5 + 0.02 ported a loss of 0.1% (4 pages) for 
3278 =—S ($s 0.1 March, and an increase of 1.2% (108 

6,255 6,950 295 4.5 pages) for the year to date. Class 

2,869 — - .s papers dropped 0.5% (15 pages) in 
a eee ee March, but showed an increase of 
ans —— ; 1.3% (101 pages) for the year. 





March volume 0.9% (in pages) under 1953 


1954 1953 pagechange % change 





Year to date/volume 0.4% (in pages) under 1954 ‘ico 

*An error in tabulation last month caused 

1954 1953 pagechange % change a listing of incorrect figures and percent- 

rial 67,189 66,867 + 322 i ages in the two month total for 1954. 
~ 9,360 108 Sw Trade papers dropped only 3.5% (402 

17,958 —: #—2 = 47 pages), not the 9.1% (1,048 pages) re- 

~ 8082 #£«47,981 °& #&23+ 101 a 2a ported. And the two month total for all 
3436 3,603 =—se7 6 five groups was down 0.3% (188 pages), 
106.025 106.353 — 328 4-0. not the 1.2% (834 pages) reported. 





9,252 + 





t News (1/9 page units) 








March pages Pages to date March pages _ Pages to date 
Industrial group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 


Aero Digest $107. § 222 239 Coal Age : $195 162 478 475 
Aernonautical Engineering Review 68 190 189 Combustion 58 49 177 155 
Air Force 40 120 114 Commercial Car Journal ' 163 171 472 513 
American Aviation (bi-w.) *99 252 251 Construction Bulletin 19] 199 528 543 
American Brewer 58 162 145 Construction Digest (bi-w.) 174 184 489 518 
American Builder 168 557 541 Constructioneer (bi-w.) 159 159 458 470 
American City 148 414 434 Construction Equipment 97 90 313 271 
American Dyestuff Reporter . “gp 280 296 Construction Methods & Equipment 162 165 437 446 
A ican Machinist (bi-w.) 610 1596 1712 Construction News Monthly (w.) 84 87 249 257 
A an Printer 33 32 97 93 Constructor = 77 70 191 175 
Analytical Chemistry ; 133 131 Consulting Engineer’ 50 29 121 29 
Appliance Manufacturer ll 87 Contractors & Engineers (934x14) 130 141 396 392 
Architectural Forum 1 503 42 Dairy Record 1559 ‘56 164 163 
Architectural Record II 2 689 720 Design News (semi-mo.) 257 245 731 686 
Arts & Architecture 41 46 Diesel Power 41 47 134 136 
Automotive Industries (semi-mo.) S 930 893 Diesel Progress (9x12) 40 55 116 145 
Aviation Age 2 479 359 Distribution Age 47 48 400 
Aviation Week $ 872 882 Drilling 109 102 300 
Baking Industry (bi-w.) l 498 520 Drug & Cosmetic Industry 108 102 305 
Bedding 265 257 Electric Light & Power $199 427 
Better Roads : 89 9] Electrical Construction & Mntce. 141 401 
Boxboard Containers 179 158 Electrical Engineering 86 226 , 
Brewers’ Digest 3 185 151] Electrical West 87 254 
Brick & Clay Record ; 183 170 Electrical World (w.) 7400 1118 
Bus Transportation l 2 247 287 Electronic Design 63 186 
Butane-Propane News 3 B 254 233 Electronic Equipmer.t 43 98 
Canner (W.) y 143 188 Electronics 426 1095 
Ceramic Indistry 214 210 Engineering & Mining Journal 165 473 
Chemical & Engineering News (w.) 633 611 Engineering News-Record (w.) 314 926 
Chemical Engineering 5 977 984 Excavating Engineer 38 96 
Chemical Engineering Progress*® 170 161 Factory Management & Mntce. 278 293 774 
Chemical Processing 3 , 638 635 Finish 59 184 
Chemical Week 713 561 Fire Engineering . 58 48 163 
Civil Engineering 7 184 172 leet Owner . . - wep 139 366 
Continued on page 120 
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“BUSINESS 
PUBLICATIONS 


constitute our greatest instrumentality 
for adult business education 

and exchange of know-how. 

They are veritable 

textbooks for the sciences, 

businesses, industries 

and professions 


that they serve.” 


Lee H. Bristol, President. Bristol-Myers Company 


Staying ahead of important developments is a must 
for all executives in business, in industry, in pro- 
fessions. As Mr. Bristol says, business publications 
are veritable textbooks. But, more than that, they 
are current revisions of the texts of essential busi- 
nesses, industries and professions. Forecast shadows 
of the coming events on the business horizon are 
shown to American leaders in each issue of business 


NB 


publications. Specialized periodicals, often sharply 
focussed, cover many specific fields. No man in 
leadership, or in training for leadership, can afford to 
miss the regular reading of his business publications. 
That’s why advertising pages of the Business Press 
make such a direct route for anyone who has anything 
to sell to the buying factors in business, industry or the 


professions. 





The United Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N. W. » WASHINGTON 5, D. C. + 


The national association of publishers of 
162 technical, scientific, industrial and pro- 
fessional magazines, having a combined 
circulation of 3,524,478 ...audited by 
either the Audit Bureau of Circulations or 
Business Publications Audit of Circula- 
tions, Inc... .: serving and promoting the 


STerling 3-7535 


Business Press of America... bringing 
thousands of pages of specialized know-how 
and advertising to the men who make deci- 
sions in the businesses, industries, sciences 
and professions ... pinpointing your audi- 
ence in the market of your choice. Write 


for complete list of NBP publications. 
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rained, full-time 


ear 190 specially t 
sraveled 


ng cou nselors 


1,160,000 calls 
nd new prospects 


U.S.A. 


Last 


business readi 


4,100,000 miles. +> made 
..- on present subscribers 4 


wn and hamlet in the 


, of 500 or more™ 


calls in Canada 


in every city, t0 


with a populatio? 


pre than 100,000 


*plus ™m 
n countriese 


and important forelg 


1 
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To Work For You! 


What this means to you... the Advertiser 


Obviously, you can’t sell a subscription to a Business Magazine without showing the 
prospect what it can do for him. 


Showing present subscribers, as well as new prospects, how to get maximum value 
from their business magazines is the most important function of McGraw-Hill’s 
Circulation Salesmen. 


As reading counselors, they sell thousands of busy men on the advantages of 
reading business magazines. 


This continuing job of stimulating good business reading habits assures an alert-minded, 
interested audience for the advertiser with a product, or a service to sell. 


In other words, paid business magazines build added value for the advertiser in the 
very act of selling paid circulation. 


When Selecting Business-Publications ... 


sae McGRAW-HILL PUBLISHING COMPANY, INC. 
ry wee 
Mc GRAW-HILL 
_ er trans AbD 330 WEST 42nd STREET, NEW YORK 36, N Y. 


Se” 
HEADQUARTERS FOR BUSINESS INFORMATION 
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Industrial group 


March pages 


1954 


1953 


Pages to date 


1954 


1953 


Pages to date 
1954 1953 


March pages 
Industrial group 





jineering Chemistry 
~ (Al/, Vn) 
3 (41/2x6 /2) 


atories 


Dry Cleaning Age (11x15) 


10esS (W.) 


1 Blue Book (41/2x61/2) 


iransportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Progress 
Working 


fodern Packaging 
Modern Plastics 
Modern Railroads 
National Bottlers’ 
National Petroleum News (w.) 
National Provisioner (w.) 
National Safety News 

Oil & Gas Journal (w.) 

Oil Forum 


i 


Gazette 


Organic Finishing 

Pacific Builder & Engineer 

Packaging Parade (93/gx12) 

Paper Industry 

Paper Mill News (w.) 

Paper Trade Journal (w.) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

Pit & Quarry 

lant 

Plant Engineering 

Plating 

Power 

Power Engineering 

Practical Builder 

Printing Magazine 

Proceedings of the I. R. E. 

Product Engineering 

Production 

Products Finishing (4!/2x61/2) 

Progressive Architecture 

Purchasing 

Furchasing News 

Quick Frozen Foods 

Railway Age (w.) 

Railway Freight Traffic 

Railway Locomotives & Cars 

Railway Purchases & Stores 

Railway Signaling & 
Communications 

Railway Track & Structures 

Roads & Streets 

Rock Products 

Southern Lumber Journal 
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410 
130 
231 


655 


1954 1953 


Southern Lumberman : 146 157 432 
Southern Power & Industry 83 83 257 
Steel *556 584 154] 
Telephone Engineer (semi-mo.) 103 97 313 
Telephony 7135 
Textile Industries 139 416 
Textile World 182 ? 629 
Timberman 106 115 35 372 
Tool Engineer 173 917 528 
Traffic World (w.) 1252 505 496 
730 109 ¢ 


449 
254 
1618 
285 
390 


(w.) 


Utilization 
Wastes Engineering 24 
Water & Sewage Works 57 x S 
Water Works Engineering 54 < 1$2 147 
Welding Engineer 58 180 
Nestern Canner & Packer 40 120 
Construction 93 256 301 
Industry 83 227 227 
Machinery & Steel World 110 7 371 
Metals 64 92 190 
Worker 50 159 
Woodworking Digest (4!/2x61/2) 123 410 
World Oil 171 643 
Norld Petroleum : 196 


Western 
Western 
Western 
Western 
Wood 
133 
165 
(9x12) 92 9] 


ue —— 


Total 24,086 24,081 


V 


67,189 66,867 


Pages to date 
1954 1953 


March pages 


Product news group 1954 1953 





gures for product news information publications are re- 
ported in 1/9 page units (approx. 314x434") . . not in standard 
7x10" pages. 
Contractors’ Electrical Equipment 
Electrical Equipment 
Heating & Plumbing Equipment 


181 
340 


172 
379 


488 5S] 
984 115% 
323 


2456 


132 
850 


129 

1 Equipment News 870 
Maintenance & Plant 
639 
2120 
738 
951 
355 


9,252 


248 
741 
269 
389 
128 


3,278 


219 
756 
270 
351 
136 


3,282 


674 
2177 
792 
1099 
362 


9,360 


1ent Digest 


Product Design & Development 
Transportation Supply News 





Total 


Pages to date 
1954 1953 


March pages 


Trade group 1954 1953 





Air Conditioning & Refrigeration 
News (w.) (111/2x16) 
American Artisan 
American Druggist (bi-w.) 
American Lumberman & Building 
Products Merchandiser (bi-w.) 
Boot & Shoe Recorder (semi-mo.) 
Building Supply News 
Chain Store Age — 
Administration Edition 
Combinations 33 32 94 92 
Druggist Editions 86 94 290 281 
General Merchandise — 
Variety Store Editions 
Grocery Editions 
Department Store Economist 106 122 
Domestic Engineering 170 172 
Electrical Dealer 67 98 
Electrical Merchandising (9x12) 195 206 
Electrical Wholesaling 199 104 
Farm Equipment Retailing 68 64 
Farm Implement News (semi-mo.) 7149 171 
Florists’ Review (w.) $448 §449 
Fueloil & Oil Heat 108 102 
Gas Heat 55 44 
Geyer’s Topics 87 96 
Glass Digest 58 42 
Hardware Age (bi-w.) 1388 435 
Hatchery & Feed 4) 37 
Hosiery & Underwear Review 79 98 
Hosiery Industry Weekly "Sy 54 
Implement & Tractor (bi-w.) 184 205 500 546 
Industrial Distribution 224 245 613 646 
Continued on page 124 


197 
430 
396 


184 
450 
345 


1§92 69 
137-132 
153 140 


530 
951 
730 


182 
163 
186 


200 
199 
171 


506 
509 
751 


424 
336 
297 
473 
295 
667 
277 
198 
480 
1292 
332 
123 
256 
122 
1082 
139 
290 
160 


147 
135 


160 
125 


409 
342 
305 
469 
225 
648 
275 
198 
406 
1217 
318 
139 
221 
160 
1117 
149 
238 
171 
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of the market! 


PHB’s Merchandising Contractor-readers are the 
30% that do 80% of the business: 


% PLUMBING HEATING 


53.8% operate their own stores 
39.7% advertise in newspapers regularly 
77.9% are credit-rated 


vs wergy FRLL-SERUICE MAGAZINE, CARCHLATION Write...We’ll send documented market 
Be nets ; , , 
data on this rapidly growing market! 











YOUR ADVERTISING DOLLAR GOES FURTHER IN 
PLUMBING & HEATING BUSINESS 


Industry's Largest Circulation Full Service Book 


5941 Grand Central Terminal Building ° New York 17, New York 
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GO FOR AUTHORITATIVE 
WHERE CEMENT INDUSTRY BUYERS 
INFORMATION 


CEMENT MEN value the August Cement Issue where all sales-minded suppliers show their 

for its complete treatment and interpretation of goods and services. 

significant developments in all aspects of the BE SURE YOUR PRODUCTS are on display in 

industry. this issue which each year climaxes the technical 

ADVERTISERS use the August Cement Issue to service regularly offered Cement Industry read- 

assure their representation in the ‘““Market-place” ers by the graduate engineer-editors of ROCK 
PRODUCTS. 


eee at 
oe 


THE INDUSTRY'S RECOGNIZED AUTHORITY 


THE ONLY ALL-PAID ABC PUBLICATION 


ROCK [°° sccen™ 


Cement... Aggregates ...Lime... Gypsum gas 


PRO DUC uk S Ready Mixed Concrete, Concrete Products 
and all other non-metallic materials 
LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD ee eee 
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Jor the booming-and buying 
—CEMENT INDUSTRY! 


BIG TODAY... AND THE BACKLOG OF BUSINESS FOR TOMORROW! 


Backbone of the construction industry and currently 
with unprecedented demand for cement, the Cement 
Industry offers a high volume market for everything 
from kilns to conveyors, bags to ball mills, dynamite to 
dump trucks. 

Better still, the Cement Industry looks ahead to even 
better business from new construction of highways, 
housing developments and public works projects that 
must come! Here’s a backlog of business that multiplies 
your company’s stake in this industry—and intensifies 
the reasons for advertising in The ROCK PRODUCTS 


Cement Issue! 


























CEMENT PRODUCTION 
—<Uje Every Yeor Since 1946! 


Estimated production for 1954 is in excess of 251,000,- 
000 barrels. Here’s an industry that’s “barreling along” 
to new producing and buying records! 


PROTECT YOUR STAKE IN THIS GREAT MARKET! 


NEW YORK CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 
atte, 


A Maclean-Hunter Publication App 
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Pages to date 


March pages 
1954 1953 


Pages to date 
1954 1953 


1954 1953 
418 39 School Executive — School 
136 161 Equipment News 

What's New in Home Economics 


March pages 
1954 1953 


cular-Keystone 14] 
40 
14] 


Class group 





Trade group 


Jewelers 


moO 


125 26 3 338 
] 239 


7,981 


uo 


lO > Ow 


tc] 


2m ON & 
Nowon 


Pages to date 


March pages 
1954 1953 


1954 1953 


fe, 
2 > 


Export group 





American Automobile (overseas 
ating Wholesaler ce ervendl ne sccaiil A 
se American Exporter (22 editions) 154 
World : , 
: ~ os iw American Exporter Industrial 
gressive Grocer (414x714 ‘ owe 
} tl > (2 editions) 
Automovil Americano 
Automotive World 
Yaminos y Construccion Pesada 
Farmaceutico 
Hacienda (2 editions) 
El Hospital 
Implementos y Tractores 
Ingenieria Internacional 
Construccion 
Ingenieria Internacional Industria 
McGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea Latinoamericana 


Ss 
D 


Ne 


OD-< 


ing Supplies 
iware 
ods Dealer 


Noe 
nN, 


OOK ID 
Onn «< 
> 


CO — ¢ 


ALNDNADNNAMMV*VW'yY 


oOunowonrn 
WOOK 


4ener 
yi 


Variety Store Merchandiser 
Western Farm Equipment 
i Construction & Building 
Materialist 60 182 197 


Total 6.255 6,550 18,650 


~Onw~ 
oO 
>oo 
~oo 


March pages Pages to date 
1954 1953 1954 1953 er * 
Revista Rotaria 

1993 722 Spanish Oral Hygiene 
Adve g Requirements* 103 2 (4-S/16x7-3/16) 
Amer Funeral Director 193 2 Textiles Panamericanos 36 
Americ Motel ] y) World Mining 36 
American Restaurant 242 25 Total 1,127 
Banking (7x10-3/16) 206 
Chain Store Age — si , 

<LI pet The above figures 
Fountain Restauran 

Combinations 
Sleaning & Laundry 
ental Survey 
ountain & Fast Food 
Hospital Management 
Hotel Management 


Class group 





Advertising Age (w.) (1034x14) 


include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page 


issue 


<i ot) 


SIncludes special 
‘Estimated 

an 

Two issues 
‘Three issues 


‘Four issues 


Owon~ 


T), 


1D} w 
a 
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advertising in special 


> ae ee AD ee 


cod 
@mnd 


; pages 


*Chemical Engineering Progress . . luded for 


nonth 


‘Consulting Engineer . . included for the first his 
March, 195% the first issue of Consulting Engineer publ 
was preceded by an int 


-h contained 36 pages 


was 


st issue publishnea 


“Advertising Requirements . . inc! 
First iss t in February 





V. H. Laughner . . former man 
Engineering, has 


Penton Publishing Co. . . 
appointed the Robert W. ker Co., Los tor, 
] th pointed editor, Modern 


Media changes. . 
Product 


Materials H 


Leonard R. Hetke . . 


with Gillette Pub) 


handle adv 


appointe ict 


the Chic 


Thomas Morrison . . { 
for one of Sweet's 
been appointed manager 


ices of American Schoo] 
Catalog, Americar 


New York. 


Product Design & Development . . New 
York, has moved to 216 E. 
doubling its previous space. 


49th Street 
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Industrial Equipment News . . English ed 
tion, has been acquired by Tothill 

Ltd., Westminster 
tion’s policy will 
American edition, pu 
Publishing New 

William H. Kearns . . has been placed 


McGraw-Hill Publishing Co.'s 


charge of 
new southeastern news bureau at Atlanta, 
with the 


Ga. He has been company’s 


Washinston bureau for three years. 


Elihu Robinson . . has rejoined Topics 
Publishing Co., New York, as promotion 
director for Food Topics, Food Field Re- 


porter, and Drug Trade News. 


David G. Sawyer . . has transferred 
manager of Petroleum 
Processing from the same rf ion with 
Engineering, both “McGraw-Hill 
L. J. Biel, formerly 


Aviation 


to central district 


Chemical 
publications. district 
manager in Chicago for Week, 


succeeds Mr. Sawyer. 














AG and FOOD 


~ 


Agricultural Chemical Producers 


— ~ 


1. Complete, national, bi-weekly 
news coverage of the agricultural chemicals 
and food processing fields. 

2. Largest circulation of any 
magazine covering the agricultural 
chemicals field e 10,826 as of Sept. 30, 
1953; 7,033 paid in six months. 

Largest circulation among 
agricultural chemicals manufacturers 
and formulators. 

3. Lowest cost per thousand of 
any agricultural chemicals magazine. 

4. A hard-hitting advertising- 
merchandising program to help your 
customers sell their customers. 

5. Authoritative, comprehensive 
technological editorial contents, backed by 
the world-wide reputation of the American 
Chemical Society; with fully staffed editorial 
departments in six cities. 

6. Exclusive food processor 
coverage of buyers and specifiers for the 
2,000,000 acres their canning and 
packing companies own or have under 
contract. The food processor has to know 
if the agricultural chemical is good or 
bad for his food—so he says what his 
growers will use. Among 352 processor- 
buyers we surveyed, 23% own or control under 
contract (buy or specify for) 844,949 acres! 


Journal Of AGRICULTURAL AND FOOL CHEMISTRY 


An American Chemical Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION « NEW YORK e« CHICAGO 
CLEVELAND e SAN FRANCISCO e LOS ANGELES e« SEATTLE e HOUSTON e DENVER 
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“We can rely on Interstate for photos and facts 





that editor 5 LSC sane Norman Odell 


Manager, Publicity Department, G. M. Basford Company, New York 


wd “It would be uneconomical and practically impossible 
for us to track down and document all the case history 
stories we prepare for our clients and place with editors 
without the dependable photo-reporting services of INTER- 
STATE. 


At Basford, we know from repeated experience that 
when we assign a job to INTERSTATE— whether it involves 
an intricate manufacturing process, the insides of a sub- 
marine, a new plant building, or modern appliances in the 


nterstale 
rholographer 


DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


247 WEST 46TH STRIET, NEW YORK 36, N. Y. 


tO es 
ac. 


at. 


oe 
he he 


a. 
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Circle 6-4950-1-2 


home—we will get good, realistic photographs, and any 
facts we may need for a newsworthy story—all in plenty 
of time to meet the editor’s deadline. And, equally impor- 
tant from the standpoint of sound public relations, we can 
be sure that wherever INTERSTATE goes on a job, incon- 
venience to our clients and their customers, and interrup- 
tion of normal operation, will be kept at a minimum.” 


Remember that INTERSTATE service is unique. We do 
all the leg work—arrange shooting dates, procure models, 
brief the photographer on lighting, camera equipment, 
desirable camera angles and client restrictions. 


Photographic specialists do the photography, and 
qualified reporters handle case-histories when reporting 
coverage is wanted. Each man is a professional in his own 
field, each works from detailed shooting scripts and ques- 
tionnaires (both prepared by INTERSTATE). 


We cover any type of photographic assignment: loca- 
tion, commercial, illustration, industrial, fashion, news. 
And, when requested, we will obtain excellent testimonials 
or case-histories. All this, anywhere in America, in 24 
hours if you need it. Motion pictures and 3-D, too. 


2100 selectively-screened photographers and reporters 
are ready to serve you. So for quality photography or re- 
porting the painless way, get in touch with INTERSTATE and 
make us prove that we can do a job for you. 


INTERSTATE PHOTOGRAPHERS 
Division of 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
247 w. 46th STREET, NEW YORK 36, N. Y. 
ALEXANDER ROBERTS, General Manager 


(J Please give me more information about your service, 
CZ Have your representative call. 

NAME 

COMPANY 

DEPARTMENT 

ADDRESS 

CITY AND STATE 
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How secretaries react to mail 


Does your direct mail get past 
the customer's secretary? 
Three ‘tell all’ to admen 


®@ BRIDGEPORT . . Eight out of ten 
secretaries decide what the boss 
should or should not see in the way 
of direct mail advertising. 

Mrs. Ruth S. de Bouver, secre- 
tarial assistant to the comptroller, 
Pitney-Bowes Inc., Stamford, and 
past president of the Stamford 
chapter, National Association of 
Secretaries, reported to members of 
the Industrial Advertising and Mar- 
keting Council that these figures 
were indicated in a survey made by 
her group recently. 

“The majority of secretaries will 
probably screen all advertising ma- 
terial, as they do all mail, retaining 
those ads which apply to their em- 


ployer’s particular line of business, 
his personal interests, or perhaps 
which might even refer to a com- 
petitive line of material,” she said. 

To improve the chances of having 
direct mail material reach the top 
executive, Mrs. de Bouver suggested 
that mailing lists should be carefully 
checked for correct names before 
being used, that material should be 
brief, colorful and attractive, and 
that all material should be stapled 
or bound. “To a secretary involved 
in much other work,” she said, 
“there is no ad more unacceptable 
than those including several varying 
sheets of paper which fall apart 
upon being removed from the en- 
velope.” 

After her address, Mrs. de Bouver 
was joined by Mrs. Helen Wallat, 
Bridgeport Brass Co., and Miss 


Ask Her Another . . How your customer's secretary reacts to your direct mail was 
discussed by the ladies themselves at a meeting of the Industrial Advertising Council, 


Bridgeport. From Left: 


Mrs, Helen Wallat, Bridgeport Brass Co.; Mrs. Ruth S. de Bouver, 


Pitney-Bowes, Inc., Stamford, past president, local chapter, National Association of Sec- 
retaries; and Miss Anne Mulhare, H. O. Canfield Co., Bridgeport. 


hews 


National headquarters * 1776 Broadway, New York 19, N. Y. 
William C. Sproull, president 
Blaine G. Wiley, executive secretary 


Anne Mulhare, H. O. Canfield Co., 
Bridgeport, to answer questions 
asked by members of the council, 
which is the Western New England 
chapter of NIAA. 

An unexpected guest at the meet- 
ing was Jasper McLevy, mayor of 
Bridgeport, who said that the wel- 
fare of his community was largely 
dependent upon the success of the 
job done by industrial advertising 
men in the area. About 25 mem- 
bers of New York’s Industrial Ad- 
vertising Association were present 
at the meeting. 


New York chapter gets 

record 560 members 

® NEW YorK .. Following an inten- 
sive membership drive, this city’s 
Industrial Advertising Association 
has reached a total of 560 members, 
largest roster in its history and larg- 
est ever attained by any chapter of 
the National Industrial Advertisers 
Association. 


Tinker urges ‘humanized’ 
industrial advertising 

® cnHicaco . . Industrial advertisers 
must eliminate “hot air and fluffy 
thinking” and “humanize” their ad- 
vertising, advises John H. Tinker, 
Jr., vice-president and creative di- 
rector at McCamn-Erickson, New 
York agency. 

“Too many ads today speak in a 
stiff-collared, corporate voice with 
all the warmth and friendliness of a 
cold fried egg,” Mr. Tinker told a 
monthly meeting of the Chicago In- 
dustrial Advertisers Association. 

“A company as well as an in- 
dividual should appear to be a good 
guy,” he warned. 

Mr. Tinker’s topic was “The 
Great American Yawn.” He told, 
with the aid of cartoon slides, how 
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to combat the ennui of a people 
bombarded daily with new adver- 
tising claims. 

Mr. Tinker laid down these three 
basic fundamentals for good adver- 
tising: that the adman must believe 
in the truth of his claims, that he 
must present these claims with sim- 
plicity, and above all, that he must 
have a “sympathetic and human 
understanding of people.” 

“For industrial as well as con- 
sumer advertising, we must remem- 
ber the reader is first of all ‘a peo- 
ple,” he said. 

One of his cartoons illustrated 
how a major oil company took ad- 
vantage of a basic need and human- 
ized its advertising by pushing clean 
rest rooms. The cartoon showed a 
small boy dancing in pent up agony 
before a gas pump. 

Another showed a cat living a life 
of obvious luxury. Mr. Tinker told 
how a giant corporation gathered 
goodwill by publicizing the fact that 
a cat in one of its plants was pro- 
moted to cream and fish for meri- 


Hot Matches . . Judges select “match books of the year.” 


torious service and finally honor- 
ably retired. 

“To talk like people is to talk 
emotionally,” Mr. Tinker said. He 
told of an old fruit vendor whose 
bananas “sold like crazy” because 
he told customers he was tired, his 
horse was even more tired and they 
both wanted to go home and rest. 

Another great selling point is sex, 
Mr. Tinker said. “Sex talks even 
louder than money” and should not 
be stinted by the adman, he said. 

All these apply to industrial as 
well as consumer advertising, Mr. 
Tinker said. 

“Industrial selling carries one of 
advertising’s heaviest responsibil- 
ities,” he said. “It is our most ex- 
acting problem and there can be no 
hot air, no fluffy thinking, no dull- 
ness. 

“All we need are fresh, human 
words that reach right out of the 
page, television set or salesman’s 
mouth and seize imagination.” 


MIA plans session on ‘how to’ 
advertise industrial products 
® MINNEAPOLIS . . A one-day ses- 
sion on how to advertise industrial 
products, sponsored by the Minne- 


Studying match books in 


the metal products classification are judges Blaine G. Wiley, executive secretary, National 


Industria] Advertisers Association (standing); 


Edward J. Russell, managing editor, Amer- 


ican Printer (pointing), and John E. Shepherd, past president, New York chapter, American 


Marketing Association. 
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The Eyes Have It. . Robert L. Feg- 
ley, manager of visual education, General 
Electric Co., demonstrates the use of slides 
to Aldred W. Scott, advertising manager, 
Standard Pressed Steel Co., Jenkintown, 
Pa., before addressing Philadelphia's 
NIAA chapter, Eastern Industrial Adver- 
tisers. Mr. Fegley predicted a wider use 
of visual aids in personal selling. 


sota Industrial Advertisers, has 
been scheduled for May 4. 
Specialists in copywriting, direct 
mail and other advertising fields will 
give step-by-step demonstrations. 
W. C. Sproull, president, National 
Industrial Advertisers Association 
and advertising manager, Burroughs 
Corp., will be luncheon speaker. 
William K. Beard, Jr., president, 
Associated Business Publications, 
will speak at a dinner meeting. 


Henderson named to head 
direct mail committee 

® NEW yorK . . H. C. Henderson 
has been appointed chairman of the 
direct mail committee of the Na- 
tional Industrial Advertisers Asso- 
ciation. He is manager of the direct 
mail division, McGraw-Hill Pub- 
lishing Co., New York. 

Members of the committee in- 
clude Earle A. Buckley, The Buck- 
ley Organization, Philadelphia; Wil- 
liam Butler, Lukens Steel Co., 
Coatesville, Pa.; Robert F. DeLay, 
American Air Filter Co., Louisville; 
James A. Gilruth, Atlas Powder Co., 
Wilmington, Del.; Robert P. Heintz, 
Heintz & Co., Los Angeles; P. B. 
Hoppin, General Electric Co., 
Bloomfield, N. J.; H. A. Houston, A. 
B. Chance Co., Centralia, Mo.; A. E. 
Lenhard, American Wheelabrator & 


Continued on page 130 











‘ 
WELCOME TO A 


Phere’s the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What’s on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


NATIONAL INDUSTRIAL 


Pitre ADVERTISERS ASSOCIATION 
oa ee 


The Advertising Man’s Best Buy! 


NIAA ...the largest individual membership 
advertising Organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole story | 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 


Company ___- 
Nature of business 
Address 
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sienna Co., Mishawaka, Ind.; 
James J. Maloney, Aluminum Co. 
of America, Pittsburgh; Edward N. 
Mayer, Jr., James Gray, Inc., New 
York; Winston H. McCallum, Doug- 
las Fir Plywood Assn., Tacoma, 
Wash.; James W. Metzger, Duriron 
Co., Dayton, O.; F. C. Regan, Behr- 
Manning Corp., Troy, N.Y.; H. J. 
Slack, Bowser, Inc., Fort Wayne, 
Ind.; George L. Staudt, Harnisch- 
feger Corp., Milwaukee; F. B. Stu- 
binger, Buffalo Forge Co., Buffalo; 
R. M. West, Osborn Mfg. Co., Cleve- 
land; A. O. Witt, Schramm, Inc., 
West Chester, Pa. 


Publishers sales presentation 
award to be discontinued 
® st. LouIS .. This will be the final 
year for any award to be given a 
publisher for adherence to the 
NIAA publishers sales presentation 
outline, the board of directors of the 
association has announced. 
Kenneth J. Bayer, Oakleigh R. 
French & Associates, St. Louis, who 
has been award chairman, said that 
the “existence of the award seemed 
to put a premium on ‘prettiness’ of 
presentation,” and that there is a 
tendency to put too much promotion 
in the presentations, thus obscuring 
the factual material presented. 


Winners picked in Niagara’s 
first industrial ad contest 

® BUFFALO, N. yy. .. American Opti- 
cal Co., Buffalo, and the Carborun- 
dum Co., Niagara Falls, N. Y., each 
took two first places in the first an- 
nual industrial advertising competi- 
tion of the Niagara Frontier Indus- 
trial Advertisers Association, Buf- 
falo. 

American Optical won firsts in 
business or trade paper campaign 
larger than i: half page and in direct 
mail classifications. Carborundum 
won firsts in business publication 
campaign and _ institutional pieces 
classifications. 

Other first place winners in the 
various classifications were: Protec-- 
tive Closures Co., Buffalo, business 
or trade paper campaign one-half 
page or less; Hooker Electrochem- 
ical Co., Niagara Falls, sales promo- 
tional catalogs; Bell Aircraft Corp., 
Niagara Falls, company magazines, 
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and National Gypsum Co., Buffalo, 
annual reports. 

Judges were John Crichton, ex- 
ecutive editor, Advertising Age; 
John Mather Lupton, John Mather 
Lupton Inc., and Richard Giovine, 
advertising manager, Commercial 
Solvents Co. All are members of 
the New York chapter of the Na- 
tional Industrial Advertisers Asso- 
ciation. There were 56 entries in 
eight classifications. 


New catalog committee 
announces objectives 

® NEW york .. Claude V. Meconis, 
Rapids-Standard Co., Grand Rapids, 
Mich., and chairman of the newly 
established NIAA catalog commit- 
tee, has announced as the group’s 
objectives a test survey of the field, 
a more complete final survey, and 
presentation of the results of these 
findings to the Montreal conference 
in June. & 
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FROM THE APRIL 1929 ISSUE OF INDUSTRIAL MARKETING 


WJ ERNEST F. DUBRUL, general sec- 
retary, National Machine Tool 
Builders’ Association, writes: 

“We have had two meetings of 
machinery organizations at Wash- 
ington and in our exchange of in- 
formation and experiences we be- 
lieve that America is not ‘machinery 
conscious, to use the expression of 
the advertising man. The country 
accepts machinery as a matter of 
course and does not realize what 
machinery does for it. 

“The electric power interests have 
made the country electricity con- 
scious. You would think that all 
you had to do was to put up a 
power-house somewhere, and some- 
how or other that power-house was 
going to increase production of 
goods. Of course, the ordinary man 
on the street does not realize that 
the power has to be applied to a 
machine or it isn’t much good. 

“Now, I wonder if it wouldn’t be 
a good plan to point out this sit- 
uation to the National Industrial 
Advertisers Association and have 
them dig up significant facts that 
could be emphasized in their ad- 
vertising as to what machinery has 
done in raising the standard of liv- 
ing in this country and in relieving 
men from drudgery. 

“For instance, how many laborers 
with carts and wagons would be 
needed to do the work that is done 
by a steam shovel in excavating 
cellars for houses, etc., and grading 
streets, the dirt being hauled away 


by machines as well as excavated 
by machines? What is the equiva- 
lent in man hours of the work 
done by a ditching machine digging 
ditches for gas and water power 
and sewers? 

“What is the equivalent work in 
Chinese coolie labor done by one 
American railroad employe with all 
the mechanical equipment of the 
American railroad? What is the 
equivalent of one spinning machine 
operator or one loom operator in 
New England or down South as 
compared to the hand labor of 15 
years ago? 

“Thousands of similar illustra- 
tions could, of course, be found. 
The thing to do would be to pick 
out things that touch the everyday 
life of the man on the street. 


“If something of this sort could 
be spread around to all industrial 
advertisers, get them to work up 
articles for popular magazines or to 
promote the idea of such articles 
with the magazines, etc., we ought 
to be able to do as good a job for 
machinery as the power interests 
have done for electric power.” 


Frederick B. Heitkamp, of the 
Cincinnati Milling Machine Co., 
submitted the letter to Nelson S. 
Greensfelder, president of the Na- 
tional Industrial Advertisers Asso- 
ciation, with the suggestion that Mr. 
DuBrul’s proposal be made the sub- 
ject of a discussion at the next na- 
tional NIAA meeting. & 














Receiving it.. M le A S | BLUE 
qc BOOK 


is the Most Used Buying Reference 


84% of the 4,491 buying decision makers who signed and returned 
the questionnaire enclosed in the 1953 BLUE BOOK state they use 
MacRAE'S “exclusively” or “principally” in selecting sources of supply. 
Here is proof that your sales message in MacRAE'S gets preferred 
attention from preferred prospects... the BLUE BOOK goes only to 
the more than 18,500 dominant industrial plants and governmental 
points of purchase in America. 


Z out of 10 Plants 
fm Keep “Old” BLUE BOOKS In Service 


70.7% of replies to MacRAE'S questionnaire state that on receiving a 
new BLUE BOOK the old copy is passed to other departments for con- 
tinued use. Thus /AacRAE’S takes your sales message through America's 
dominant industrial organizations, and sells through extra years. 














The 62nd annual MacRAE’S BLUE BOOK closes Decem- 


ber 15. Reserve your space now, or call your agency. 


ONE BOOK ::7t2 


MacRAE’S sco: 
ic BOOK 
18 East Huron Street, Chicago 11, Illinois 
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Whether you sell food packers... 




















NEW! IMPORTANT! 


LEADING BUSINESS PAPER 
ADVERTISERS: 1953 

This third annual report lists the ex- 
penditures of close to 1,000 companies 
that spent over $50,000 in business 
papers during 1953. A guide to who's 
doing what in your field. 
Available April 1. 


Write to ABP $2.00 a copy 
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THE MAN IN THE MIDDLE 

Eight folders on copy themes for ad- 
vertising in merchandising papers. 
Each analyses a specific merchandis- 
ing objective . . . suggests copy slants 
that influence dealers . . . shows 
typical examples of advertising that 
is doing the job. 


Write to ABP No charge 


Send for these ABP advertising aids... 


TOMORROW IS A BIG MARKET 
Printed version of ABP’s new slide 
film. Traces the American market 
from 1935 to the present, forecasts it 
to 1975. Planned primarily for pub- 
lishers, it’s equally informative for 
business paper advertisers. 


Write to ABP $3.00 a copy 











ALL GOOD SELLING IS SPECIALIZED 


—— 
...and nothing gpacializee 


like the buginese press 


Pick your prospects in each separate field ...and 
pound your story home to them in their business 
papers. You'll do a bigger selling job—for less. 
Business papers set up a market place where 
your customers shop ...and back your 
advertising with sales-stimulating shop talk. 
Editorial and ad pages work together to do 

a selling job that no other medium does so well— 
or at anything like so small a cost. 


There’s a rule of thumb as taken for granted as 
the multiplication table: advertising values stem straight 
from editorial values. It’s an axiom for practically any 
publication . . . and most of all for a specialized business 
paper . . . that better editing makes a betier adver- 
tising medium. 

But how can you measure editorial values? There 
are three good yardsticks: First, your own experience, if 


you know a field well. Second, research: go out and ask 
readers which publication helps them most. And third... 
study the circulation record. 


A paid circulation paper is likely to be a leader 
in its field—editorially. It’s got to be good, to keep sub- 
scribers buying it. Take ABP papers: they are all paid 
papers, ABC-audited. Whether the subscription price is 
big or small, it’s a fact that people ordinarily pay for only 
what they choose to read. And it’s a fact, too, that over 
2.3 million subscribers are paying over $9,200,000 a year 
to read ABP papers. 


What does it all mean? Simply that it makes 
sense to look for the ABP and ABC symbols when you’re 
picking business papers . . . because editing that’s a good 
buy for the readers is a good advertising buy for you. 


THE ASSOCIATED BUSINESS 
PUBLICATIONS 


205 East 42nd Street, New York 17,N. Y. « 


Founded 1906 


MU 6-4980 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 














kholders an idea 


What's Going On? . . Annual report of 


. has two full pages on employe 


company's emp! 


Do stockholders care 
about employe relations? 


® STOCKHOLDERS and_ corporation 
management show in various ways 
how seriously they take employer- 
employe relations. 

At one stockholders’ meeting, 
nearly two thirds of the program 
time was given over t« discussion 
of employer-employe relations. At 
another such meeting, the chairman 
called on the director of industrial 
relations to summarize the activities 
of the year in his department, so 
that those who owned stock might 
know of the progressive develop- 
ments in the field of personnel 
administration. 

Another piece of evidence of this 
type of interest is the latest stock- 
holder report for 1953 of the Fluor 
Corp., Los Angeles engineering and 
construction company. Many who 
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own stock in the corporation paused 
when they came to pages 16-17. 
Here was a_ section labeled 
“Building Organizational Strength 
Through Employes,” and here was 
unfolded the industrial and public 
communications program of the 
company. The pages were interest- 
ingly illustrated, and these were 
the themes discussed: community 
relations, publications, armed serv- 
ices, company information, recrea- 
tion, credit union, safety, service 
pins and the supervisors’ club. 
Fluor stockholders learned 
many of them possibly for the first 
time . . what went on in the area 
of employe relations. In commu- 
nity relations, for example, em- 
ployes serve as officers in civic, 
lodge, state and national groups, 


Industry's relations with 
Employes/Stockholders 
Distributors/Suppliers/ 
Neighbors 





\Y 


including the Boy Scouts, PTA and 
others. Many take part in church 
and school functions, “conducting 
classes and appearing as speakers 
on various programs.” 

The Fluor approach marks a 
sound trend in stockholder infor- 
mation policies. The wiser com- 
panies are learning that there is 
a strong and fairly direct relation- 
ship between employe policies and 
attitudes, and the smooth corporate 
operation. 


Hot Questions .. At a stockholder 
meeting of another company, where 
the industrial relations manager 
was asked to describe and interpret 
the departmental function, the 
quantity and range of the questions 
were heartening. In the event you 
believe that stockholders are not 
concerned with matters other than 
dividends, take a look at the follow- 
ing questions, taken directly from 
the transcript: 

“Do you consider the company’s 
relations with the union are im- 
proving?” (The industrial relations 
manager said he thought they were, 
and cited as evidence no work stop- 
pages, contract renewal concluded 
in minimum time, 50% reduction of 
grievances and several instances of 
union-management cooperation in 
civic matters.) 

t 
Are Foremen Management? . . 
“Do supervisors at this company 
actually consider themselves mem- 
bers of management?” (A_ hot 
grounder, this one. The depart- 
ment head sensibly replied that 
such was his hope and his ambition, 
but that getting all supervisors to 
believe it was a long, hard assign- 
ment.) 

“Isn’t the company spending too 
much on employe recreation?” (The 
industrial relations man _ thought 

Continued on page 136 
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ELECTRICALLY 
OPERATED 

BREMOTE CONTROL 
35MM FILMSTRIP 
ADVANCE MECHANISM 


een Cent be Chained 
De vo Your Projector! 


Strip-O-Matic frees you from sitting next to your Projector... 
allows you to control projection from the front of your class- 
room or audience, and be guided by their reactions . . . lets 
you walk among the audience . . . or stand at the screen. 
Just a touch of the hand-held button changes the picture on 
the screen with perfect framing each time . . . changes it 
quickly, surely , smoothly... and... quietly. Designed by 
Viewlex engineers for use only with Viewlex, the world’s 
finest projectors. A most wonderful accessory . . . just slips 
in any Viewlex V model combination filmstrip and slide 


projector. 
ONLY $39.50 


Any accredited Viewlex educational 
dealer will be happy to give you a 
demonstration. 


or... write Dept. AB4 
for free literature 


QUEENS BOULEVARD 


Cae 
eee x 
3 #8, 
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employe communications . . 
begins on p. 134 


not. He was able to show a spirit 
of competition in the plant, pointed 
out that sports consciousness made 
for better feeling among employes. 
But he said he couldn’t prove it. 
His questioner, however, seemed 
satisfied with the reply.) 

“Why doesn’t the company try 
to influence the union members to 
elect officers who will cooperate 
even more with the company?” (To 
this one, the industrial relations 
director replied . . with vigor and 
common sense . . that this wasn’t 
any of his business, nor any of the 
company’s business. “We have no 
more right to tell the union whom 
to elect,” he said in part, “than the 
union has a right to direct the 
choice of the company president.” 
For this he got cheers.) 

“Does the average employe be- 
lieve that the company follows a 
policy of promotion from within?” 
(This one left the industrial rela- 
tions man on nervous ground. He 
wanted, probably, to make a quali- 
fied reply, but he felt compelled to 
support a company policy and to 
endorse it. So he said “Yes,” and 
some of the stockholder listeners 
thought he was stringing them 
slightly; so did some of the man- 
agement people.) 


Do Stockholders Care? .. Last 
year a company in the East made 
a spot check of stockholders, to de- 
termine their interest in the em- 
ploye magazine which is sent to 
stockholders as well as employes. 

The survey turned up quite a 
few opinions, most of them helpful 
and some of them quite surprising. 
The management was not surprised 
by the trend of stockholder interest, 
which inclined toward articles that 
provide financial information about 
the company, development articles 
that implied expansion and there- 
fore increased potential returns on 
the investment for shareholders. In 
those particulars the survey findings 
stunned nobody. 


Too Many Doubters . . What 
jolted the management was the 
slight but clear symptom of share- 
holder interest in labor policies. Up 
to that time, the management had 
assumed it could brush off its in- 
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dustrial relations activities for the 
fiscal year with a few lines of gen- 
eral copy. The survey showed some 
strong straws in the wind, and in 
management’s mind, the wind was 
coming from a new and curious 
direction. The conclusion was this: 
stockholders are beginning to relate 
good industrial relations to corpo- 
rate prosperity. Maybe industry 


would be wise to pay more atten- 
tion to what looks like a trend. 
Anyone active in the field of la- 
bor and industrial relations knew 
that ages ago. He could have told 
the board chairman so a long while 
back. Probably the reason he didn’t 
is that he would have had to climb 
over the shoulders of too many 
doubters on the way. a 





Communications man of the month .. 


Ex-newspaper man scorns local news, 


builds a national company publication 


John Marston . . Not any string of fish 
® WHEN THE Pet Milk Co. officials 
decided, only a few years ago, to 
launch a magazine for the organiza- 
tion’s widespread employe group, 
they made a series of sensible de- 
cisions. One was that the needs of 
the publication “would be thorough- 
ly explored. Another was that time 
wasn’t important, but detail was. 

Still another decision was that the 
budget would be dictated by the 
need, that no magazine would be 
slotted into budget brackets defined 
by guess. 

The final decision was the hap- 
piest and most sensible of all. The 
Pet officials selected a competent 
young newspaperman for managing 
editor. John Marston, the happy 
choice, took it from there. In 1951, 


after a painstaking period of roam- 
ing around the company, meeting 
people, studying the market and 
laying his production plans, he and 
his associates introduced the “Pet 
Milk Magazine.” The publication, 
in Marston’s words, had one advan- 
tage few other employe publications 
today enjoy . . it had no predeces- 
sors, nothing to reform, nothing to 
live down. Marston picked the 
magazine type of publication be- 
cause the contents of a monthly 
must obviously be more feature 
than news. With his broad audi- 
ence, Marston refused to be trapped 
into producing a newsy type of 
journal built out of local level 
items; he knew, as any alert in- 
dustrial journalist knows, that the 
comings-and-goings of personnel at 
Plant “A” hold little interest and no 
charm for personnel at Plant “B.” 
Thus news, in Marston’s book, is 
company-wide news: a miscellane- 
ous string of fish caught on a vaca- 
tion is not news to “Pet Milk Maga- 
zine,” but a record-breaking fish is. 
The standard is hard to maintain, 
but the editors do it. 

Editor Marston and his assistant, 
Ben Hartley, make two men do the 
work of four, and they search for 
the answer to the question: “What 
is this issue doing for the compa- 
ny?” until they find it and are satis- 
fied with it. Marston’s chief con- 
tribution to the skills of industrial 
editing is his insistence that his 
magazine pull its own load in com- 
munication. It is a work horse, 
with a strong back and capable 
shoulders. @ 
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ys & the Employee Relations Director 


of every American company 


LET’S FACE IT... . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and other dis- 
asters, too, may strike without warning. 


The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 
[_] Call -your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


with community Civil Defense action. 


[] Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


[ |] Encourage personnel to attend Red 
Cross First Aid Training Courses. 


[| Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points... befcre it’s too late. 
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‘Professional management’ era presents complex problems 


By George B. Park 


® A NEW ERA is dawning in Amer- 
ican industry, the era of “profes- 
sional management,” which can be 
compared to past periods when such 
things as mass production and mass 
distribution dominated business. 

With this new era upon us, indus- 
trial advertising people will be re- 
quired to take on new skills, new 
knowledge, new characteristics and 
new vision. We must face broad 
and complex challenges . . 


the Industrial 


Advertising & Sales Promotion Manager * General Electric ( 


The Challenge Is . . Can indus- 
trial advertising men adapt them- 
selves flexibly yet productively to 
the economics and the teamwork of 
each kind of product business on a 
responsible, continuing basis, even 
if the business should diversify and 
decentralize? Conversely, can we 
as advertising men fight for the 
right relationship of advertising to 
the objectives of the business when 
advertising is tucked away as some 
sort of sub-fractional work under 
sales planning or market develop- 
ment? 
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To meet this challenge at General 
Electric, we have developed a uni- 
versal marketing concept to fit all 
our many businesses. This market- 
ing “envelope” is comprised of sev- 
en basic functions: marketing re- 
search, product planning, advertis- 
ing and sales promotion, product 
service, marketing, administrative 
and personnel development. 

Please note that advertising and 
sales promotion is equal in stature 
and importance with all other mar- 
keting functions. It is in a pivot 
position to contribute to these other 
functions, and to draw from them to 
make the advertising job more ef- 
fective. 

It wasn’t always so. Time was 
when advertising and sales promo- 
tion were sub-functions under the 
control of the sales manager. To- 
day, advertising-sales promotion 
stands as a specific, full function re- 
porting directly to the top market- 
ing executive at both staff and op- 
erating levels. 

Let us ask ourselves how some of 
the peculiar needs of advertising 
can be provided for when the con- 
ventional business patterns seem to 

















allow for no such accommodation. 
We know that the characteristics of 
advertising create particular need 
for skilled, long term planning. . 


The Challenge Is . . How can the 
requisite timing for solid advertising 
progress be assured when normal 
business “budgets” are customarily 
prepared for much shorter account- 
ing periods; and when the problem 
of measuring and matching adver- 
tising costs with definite results 
presents difficulties and intangibles 
of great scope? 

And how can advertising man- 
agers face such problems, evolve 
sound programs and learn to meas- 
ure costs and productivity consist- 
ently enough, and factually enough, 
to get management’s blessing and 
support? 

Advertising work has typically 
been regarded as a “specialty” and 
advertising men have typically been 
inclined to associate with, and get 
the best acceptance for themselves 
from other advertising men. 

We have been accused of being 
lone wolves, or “clannish.” In my 
opinion, management itself has been 


greatly to blame for this. Yet in 
today’s tightly interlocked busi- 
nesses, with engineering, manufac- 
turing, marketing, financial, legal 
and human relations functions de- 
pendent on integration with each 
other for success, unless the adver- 
tising personnel and plans are part 
of the accepted concept and “team- 
work” of all these other functional 
people and managers, they will, in 
effect, be trying to operate in a 
functional vacuum . . 


The Challenge Is . . How can the 
advertising manager integrate his 
work and people into such “man- 
ager teams” through more direct 
contacts of himself and his profes- 
sional, competent advertising men 
with the general manager, the sales 
manager, the engineer, the shop 
manager, the financial manager, etc., 
of his specific business; and yet not 
lose the benefits of interplay of 
ideas and contacts between one ad- 
vertising man and other skilled, 
creative advertising men? 

We know, too, that we get much 
of our actual advertising work done, 
not by men on the company payroll, 


but by turning to specialized talents 
in advertising agencies, who have 
so built up their services, contacts, 
and concepts that they will continue 
to be our chief reliance for many 
services in the future. 

Yet business functions are be- 
coming so closely interdependent 
and so closely-geared that we oft- 
times hear agency people complain 
of being left out in the cold . . un- 
informed, leaderless, and apparent- 
ly not a part of the team .. 


The Challenge Is . . How do we as 
advertising people, responsible for 
the company side of the contacts, 
get the full benefit of mutual under- 
standing in using our agencies and 
other outside services? How can 
we, as advertising men, acquire bet- 
ter understanding and _ skill, in 
agency relationships, first, to know 
correctly what agency services to 
ask for and buy, and second, how to 
avoid letting a too-ambitious agen- 
cy “oversell” its own wares, and 
provide services . . and so costs . . 
which are not needed according to 
the basic management plan of the 
particular business at the particular 

Continued on page 142 


How many words is a picture worth ? 


The picture minded field editors of 
CONTRACTORS AND ENGINEERS have dem- 
onstrated that a good construction picture 
is frequently worth a lot more than the 
words that could be crowded into the 
same space. That's why C&E is sc: pro- 
fusely illustrated. 

This dramatic shot of Baltimore’s new 
Memorial Stadium project tells an ex- 
perienced construction man what it would 
take a page of text to describe. 

C&E carries more construction pictures, 


. supporting more job-written articles, than 


any other monthly magazine in the con- 
struction market. And C&E ranks high- 
est in the ratio of editorial to advertising 
content. These are two reasons why it 
carries more advertisers than any other 
construction monthly. 

Readers know that C&E editors are 
on the job — at the: job. If you haven't 
seen a recent issue, write for a copy 
today and let the magazine speak 
for itself. 








Contractors and 
Engineers 





magazine of modern construction 





2238 Ben Lomond Dr. 


1719 Daily News Bldg. 
Los Angeles 27, Calif. 


Chicago 6, Illinois 


420 Leader Building 
Cleveland 14, Ohio 


470 Fourth Avenue 
New York 16, N. Y. 
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Will They Honor You? . . Judses of the industrial public 
peting for IM’s 1953 awards included these qualified specialists 
ing): William Collins, director of advertising, Dravo Corp.; 


(IM managing editor, not a judge); Robert Lear, advertising manager, Amer 


ferle Kingman 


NOW IS THE TIME TO 
PREPARE YOUR 

ENTRY FOR 

INDUSTRIAL MARKETING'S 
16th ANNUAL BUSINESS 


tions com 


to r., stand 


ican Radiator & Standard Mfg. Co.; John O'Donnell, division advertising man 


ager, Aluminum Co. of America; G. R. Schreiner, director of advertising, U.S. PAPER EDITORIAL 
Gulf Oil 


Steel Corp. Seated: J. A. Burgess, industrial advertising manager, 


Co.; Arthur Woolfolk, plant man 


vice-president of sales, Standard 


chief engineer, Dravo Corp., all of the Pittsburgh area. Other experts judged 
merchandising and institutional] publications; design specialists 


groups for visual excellence. 


ger, American Radiator; 


a 
Steel Spring Co.; W. A. Robinson, assistant 


on Hammond, 


ACHIEVEMENT COMPETITION 
AND AWARDS 


judged all 


























Handsome first place bronze plaques will be 
awarded to editors for 1953 excellence. 





Ie: easy to enter because the competition covers ma- 
terial published last year. You've already done the 
big part of the job. All you need do now, is to or- 
ganize and enter material which you have already pub- 


tished. 


This is your chance to Uramatize the importance of 
high quality editorial content to both advertisers and 


agencies. 


You can enter your best editorial material in any 


or all of these five classifications! 
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@ First place bronze plaques (15) and framed certificates of merit 
(30) are offered in three broad groups of business paper publish- 
ing: Group A. . industrial; Group B . . merchandising, trade and 
export; Group C . . class, institutional and professional. 


@ Winning entries will be named by three panels of judges, care- 
fully selected for their knowledge of the field served by each group 
of business papers. Each entry is examined by the judges of its 
group. 


YOUR ENTRIES ARE 


L For the best series of related articles on one theme. The 
articles must appear in two or more issues. 


- For the best single article or editorial serving the publication's 
field. Judges will consider either technical or general articles, 
editorials, news, and presentation of technical or product informa- 
tion. 


3. For the best single issue, special issue or annual issue de- 
voted principally to a single subject or central theme. Independent 
directories, or one-time publications are not eligible. 


SEND FOR YOUR ENTRY BLANK 


INVITED 


PUBLISHERS .... 
~ YOUR EDITORS 


45 AWARDS FOR BEST EDITORIAL WORKS OF 1953 


@ Editors and publishers may enter published material from is- 
sues dated January, 1953, through December, 1953. This competi- 
tion is open to all editors of business papers published in the U.S. 
or C da. The competition is not open to editors of internal or 
external company publications. Foreign language publications are 
not eligible. 


@ Deadline: Saturday, May 1, 1954. SEND ENTRIES TO: Contest 
Editor, Industrial Marketing, 801 Second Ave., New York 17, N. Y. 





IN 5 CLASSIFICATIONS 


4. For the best graphic presentation appropriate to the publica- 
tion’s function. Individual articles or complete issues will be 
judged on design, format, typography or treatment of illustrative 
drawings or photographs. 


5. For the best original publication, market or technical research 
published in a regular issue. Research must be initiated by and 
financed by the publication. 


Remember . . your entry will be judged in competition with other 
publications in your own field. 


IMMEDIATELY 





Use this coupon to 


order entry blanks 
NOTE: Deadline: May 1, 1954 


Physical size of entries must not 
exceed 12” x 18”. Elaborate entries 
are not mecessary. 

Any publisher may enter more 
than one entry in more than one 
classification. However, duplicate Editor 
entries must be submitted. Also, Publication 


when submitting multiple entries, a Addon 


separate entry blank must be at- City 





tached to each entry. 


To: Merle Kingman, managing editor 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill 


Please send us... 
ness Paper Editcrial Achievement Competition. Our publication should be 
classified in the fcllowing group: 


[_] A. Industrial 
[] B. Merchandising, Trade and Export 


[] C. Class, Institutional, Professional 


entry blanks (one for each en:ry) for the 16th Arnual Busi 
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ELECTRICAL 
ENGINEERING 
Has 

The Largest 
Circulation 


of any technical 
Publication 

in the electrical 
field. 


More than 


594,000 


Circulation 


At the lowest page rate 
per thousand 


Published for more than 
70 years, Electrical Engi- 
neering has the prestige to 
deliver your story direct to 
Key Executives and top 
flight Engineers. 


Write or wire for 
Complete information 


ELECTRICAL 
ENGINEERING 
Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 
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New challenges for industrial admen . . begins on p. 138 


time? And third, to so inspire and 
lead our agency people as to make 
them integrated, measurable parts 
of the whole advertising effort? 

Finally, the advertising man has 
the same need to manage his own, 
precious man-hours of working 
time as any other employe or man- 
ager. This is essential, to preserve 
his health and keep him on the job; 
and to avoid those more serious 
(but often hidden) losses which oc- 
cur when a man is on the job every 
day but either physically or emo- 
tionally tired . . yet trying to do 
creative work which calls for a free 
unfrustrated mind . . 


The Challenge Is . . How can the 
work of advertising personnel be so 
defined, evaluated, organized and 
managed as to concentrate creative 
man-hours for the truly essential 
and creative parts of the advertis- 
ing job; delegating clerical, pur- 
chasing, costing, accounting, office 
management and similar other du- 
ties to those who are skilled pros in 
such kinds of specialized and equal- 
ly necessary work? 

The issue is that the problems of 
advertising management have now 
clearly become so important and so 
varied that they need to be sub- 
jected increasingly to the same kind 
of scientific analysis which has been 
found so effective in industrial 
management; yet with need to de- 
vise special techniques appropriate 
to this particular managerial work, 
fully recognizing both its special 
characteristics and its differences 
from other functional management 
tasks. 


Leadership Needed . . The new 
industrial advertising manager must 
plan, organize, integrate and meas- 
ure his tasks so as to help keep his 
business progressive. competitive 
and growing, rather than bureau- 
cratic, defensive and stagnant, for 
tomorrow. 

We should keep the lamp of in- 
spiration burning brightly for the 
media representative and publisher. 
As advertising men, it’s our respon- 
sibility to keep constantly encour- 
aging our publisher friends to break 
new trails, to keep modern, to get 
out ahead of industry itself. And 





this applies not only to advance 
product planning in terms of edi- 
torial material and actual physical 
make-up of their publications, but 
also in terms of the kind of market- 
ing data we should be getting from 
them. 

We, as advertising manager's, 
ought to take leadership in a great 
new crusade to rediscover and re- 
establish the fundamental creative 
principles of good advertising. They 
are so simple, so successful, so reli- 
able .. and yet so many of us in in- 
dustrial advertising seem to have 
drifted so far away from them as we 
have hustled down the consumer 
advertising imitation route in re- 
cent years. 

Creative advertising men know 
intuitively that advertising should: 

1. Offer the reader something 
worthwhile in exchange for his time 
and attention. 

2. Involve a minimum of mental 
work on the reader’s part. 

3. Limit claims to those validated 
quickly by demonstration in terms 
of customer benefit. 

4. And finally, we know intuitive- 
ly that when we repeat our sales 
message in the headline, the illus- 
tration and the copy, we do better 
than when we employ headline and 
illustration to try to tease people 
into the copy. 


Why have we found it so hard to 
remember what we have always 
known? 


Agency Responsibility . . And in 
this area, let us constantly remind 
our agency friends that the prepa- 
ration, production, and placement of 
good creative advertising is their 
fundamental reason for being in 
business. When extraneous agency 
services begin to take precedence 
over, and put cobwebs on, the crea- 
tive efforts, then an agency is not 
fulfilling, its franchise. 

I believe the day is not far off 
when top management will use as 
one of its most important measure- 
ments of the advertising man his 
proved ability to constantly provide 
leadership of his agency in getting 
them to plan, organize, measure and 
integrate their efforts with those of 

Continued on page 143 


























the advertising function on the 
client, or advertiser, side. In my 
opinion, the sooner we, as ad man- 
agers, get started on this, the better 
. . for it is long and seriously over- 
due. 


Today's Challenge . . The chal- 
lenge of the day is that all business 
in America faces the grim and haz- 
ardous chance of an economic slide, 
if emergency thinking should en- 
trap us, and lead management into 
indulging in dangerous decisions 
and actions if we all get panicky 
and refuse to think things through. 

If a recession, or depression, is in 
the immediate offing it will be the 
best advertised slump ever to come 
upon us. For certainly the advance 
publicity has been terrific . . from 
both the rosy-hued optimists and 
the peddlers of gloom. 

But we should remember that 
while most of the experts have pre- 
dicted a slide in industrial produc- 
tion by the end of 1954, no econom- 
ic fall (or rise, for that matter) is 
ever distributed evenly over our 
industrial base. And, more impor- 
tantly, we should know that a se- 
vere economic decline or dislocation 
does not have to happen if adver- 
tising and promotion and selling 
will rise to accept the challenge. 
The preventives, fundamental to 
any successful business no matter 
what the economic climate are: new 
and improved products, planned 
from the customer’s_ standpoint; 
more volume at better margins, dis- 
carding obsolete or unmoving, un- 
profitable lines; improved manufac- 
turing costs; better pricing for bet- 
ter values; and the movement of 
products up the S curve through 
intensified, well-planned advertising 
and selling efforts. 3 


Free nations to show products 
at Foreign Trade Exposition 
® LOS ANGELES . . The first annual 
Foreign Trade Exposition, featuring 
displays of all types of merchandise 
from the world’s free countries, will 
be held here May 16 — May 21. 
The exposition is sponsored by the 
International Exhibitors Trade Fair, 
Inc., and is endorsed by the Foreign 
Trade Association of Southern Cali- 
fornia. The exposition will be held 
in conjunction with national World 
Trade Week. 


just want to start 
a flame 
in your hearth 


We went recently to a party hosted by 
an important coal mine president in his 
lakeside home. 


His wife, who didn’t know us from a bond sales- 
man, came right to the point: 


SHE: What’s your company? 
WE: MECHANIZATION. 


SHE: Why that’s the one I start 
the fireplace with. 


Here was proof that (1) her hus- 
band reads MECHANIZATION at home, 
and (2) we do reach the hearth, as our 
“earth to hearth”’ motto indicates. 


We don’t want to set the world on fire. We just 
want to be of service to coal people, as we go about 
publishing four coal magazines which cover coal from 
earth to hearth: 


For coal producers: MECHANIZATION, dedicated to 
mine modernization. It is read by 14,500 major buying 
influences who account for 87% of America’s coal 
production, 95% of coal’s annual 
billion dollar output for supplies 
and equipment. 


For coal users: UTILIZATION, 
which picks up where MECHANI- 
ZATION stops, never lets go ’til the 
ashes are hauled away. This unique 
book does horizontally the work of 
five or more vertical publications, <> 
reaching the users of 90% of all coal consumed. These 
include coal retailers and wholesalers, coal docks and 
coal handling railroads, manufacturers, steel and cement 
mills, electric utilities and municipal power stations. 


TWO for reference: MECHANNUAL, which once a 
year records coal mine history, forecasts coal’s future, 
and illustrates progress to date through detailed 
articles on modern mines; and COAL INDUSTRY PUR- 

CHASING MANUAL, which tells buying in- 
fluences where to find what. 


The researching, writing and editing 
process involved make a firm foundation 
for our recognition as a coal authority. We 
don’t want to set the world on fire—we just 
want to help you reach (and get your share 
of) the billion dollar ‘‘coal mine’’ market, 
and/or the multi-billion dollar “coal use’”’ 
market. 


Got a light? 


echanization, Inc. 


MUNSEY BUILDING ¢ WASHINGTON 4, D. C. 
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The Completely NEW 


1955 Market Data 
& Directory Number 


Redesigned to provide industrial advertisers and agencies 
with significant information covering 7 fundamental 
market-and-media questions, the 1955 MD&DN will 
contain essential data on 62 major classifications and 42 
sub-classifications of industries and trades. Material 
presented in each section will follow a standard pattern; 
will be easy to find and easy to understand. 


How the New 1955 MD&DN Will Inform Advertisers and Agencies on the 
7 Basic Industrial Market-and-Media Questions! | 


1. Information on: “What current trends and 
developments in the industry are note- 
worthy?” 


1. Current trends 


This segment, which leads off each section, will in gen- 
eral answer the question, “What’s going on in this 
field?” It will provide the latest available facts on 
basic trends and developments obtainable from com- 


petent sources. 


2. Information on: “What are the basic statis- 
tics—plants, location, sales, employment, 
etc.?” 


2. Basic statistics 


Under this head will be presented the essential sta- 
tistical material available on the particular market 
under discussion. Such facts will be given as number 
of units, location, sales volume, number of employes, 


etc. 
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3. Information on: “What does the industry 
buy—what products and services, and how 
much?,’ 


3. What the industry buys 


This heading will cover the highly important subject 
of what kind of products and services add up to worth 
while sales volume in a given field. Information as far 
as it is available will be given on this subject, in some 
cases with statistical summaries of quantities bought, 
etc. In effect, this is the counterpart of the BASIC 
STATISTICS segment: That one deals with what an 
industry makes and sells, this one with what can be 
sold to the industry. 


4, Information on: “Hou does the industry 
buy—buying standards, and factors who 
specify?” 


4. How the industry buys 


Under this heading, analysis and discussion, rather 
than statistics, will provide information on the buying 
and specifying factors, the special qualifications sought 
in materials and services bought by the industry, etc. 




















The purpose of this section, of course, is to provide the 
person who wants to sell something to this industry 
with a “short course” on how the industry buys, who 
is important, etc. Much of the controversial element 
may appear in this section—e. g., is the purchasing 
agent or operating man more important; should builder 
or architect be wooed harder? Etc., etc. 


5. Information on: “What sources are avail- 
able for further detailed market informa- 
tion on specific products?” 


5. Sources of data 


The facts, figures and charts in each market section 
are assembled from numerous sources. In order to 
make it easy for advertisers and agencies to obtain 
supplementary data, if desired, credit lines on refer- 
ence sources will be consolidated under this heading 
in each market section. 


5-1 Additional sources of information 


In order to place every possible aid for studying a mar- 
ket within easy reach of advertisers and agencies, two 
additional services are provided under this head: 


A. Available market data 

All known current market data and research 
related to each market, and available from 
publications in the field, are listed with sum- 
maries of contents. These items are numbered 
and may be easily ordered through the use of 
postcards which are bound into the book as 
a special insert. 


B. Trade associations & 

promotional groups 
This exclusive feature helps advertisers and 
agencies who desire to extend their explora- 
tions of a market. Each section contains a 
complete list of names and addresses of trade 


associations and promotional groups in the 
field from which additional information might 
be secured. 


6. Information on: “What publications serve 
the market—basic facts about them?” 


6. Media covering the market 


Each market section in MD&DN includes basic data, 
or cross-references, on all publications directly serv- 
ing all, or a part, of the market concerned. All publi- 
cations of possible value are easy to locate. There is 
no need to research prolific breakdowns of business 
paper classifications to discover usable media, and the 
hazards of omission are eliminated. 


Arranged so that all publications related to a market 
can be readily located, MD&DN lists over 2,400 busi- 
ness papers in the U. S. and Canada, together with 
condensed information on rates, discounts, circula- 
tions, mechanical data, etc,, etc. Thus, the job of 
preparing preliminary schedules is vastly simplified. 


7. Information on: “Which publications are 
best qualified for schedule consideration?” 


7. “Tell-All” media information 
advises advertisers 


Information to help advertisers and agencies gauge 
the advertising values of pertinent media—specific 
information on market served, circulation, coverage of 
market, buying power, editorial services and influ- 
ence, comparative values, special services to adver- 
tisers, etc.—is provided in “tell-all” sales messages of 
publications, which for convenience of reference, are 
placed alongside data on market served. Over 200 
publications make this kind of additional information 
available to advertisers and agencies. 








The Market Data & Directory Number is the only reference which provides 
market-and-media: data service covering all major classifications of industries 
and trades. Subscription to Industrial Marketing ($3.00 per year) includes 
MD&DN. The 1955 Edition will be issued June 25, 1954. New subscribers on 
record up to May 10 will be assured copies of the 1955 Edition. Address sub- 
scriptions to Industrial Marketing (MD&DN), 200 E. Illinois St., Chicago (11) 








Publishers note: Advertising copy deadline for the 
1955 Market Data & Directory Number is May 10, 1954 
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management 


forum 


a monthly im feature 


Industrial leaders take varied views 


of Randall report as trade stimulus 


How do you feel about the Randall Commission report on U. S. foreign trade policy? 


Does it set a good pattern for U. S. policy? 


do you think they can be improved upon? 


If you disagree with any of its points, how 


These questions were asked of several top executives in different industries. Their re- 


plies appear below: 





By M. J. Kiefus 


President 


—— ‘ 
Big Joe Mfg. ¢ 


Chicago, Ill. 


® SOMETIMES it is difficult for a 
business man to forget the lessons 
he learned 20 or 30 years ago when 
world conditions were so completely 
different from what they are today. 
With two increasingly disastrous 
World Wars under our belts, it is 
high time that we give serious con- 
sideration to the powerful forces 
which influence relationships be- 
tween nations. 

Perhaps the Randall Commission 
conclusion comes closer to a realis- 
tic approach to a practical tariff 
policy than any we have experi- 
enced for many years. Today many 
foreign nations are dependent upon 
billions of loan dollars supplied by 
the United States. This situation is 
unhealthy and cannot be maintained 
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indefinitely. Nor can we any long- 
er expect to maintain high export 
volumes to those nations without 
providing them with dollars earned 
from imports with our country. 
The high living standards of our 
country have been achieved only 
through free, competitive enterprise. 
That type of competition has proved 
to be best for all concerned. Now 
it would seem that we must open 
that competition to the world . . or 
see our profitable trade go behind 
the Iron Curtain . . an unpleasant 
and frightening thought. A freer 
and more open market should tend 
to stimulate world trade and raise 
living standards throughout the 
world. Raised living standards 
should weigh heavily on freedom’s 
side in the struggle between the 
free and the totalitarian world. 


I certainly wculd not favor goods 
produced by sweat-shop cheap la- 
bor from foreign countries danger- 
ously flooding this country to the 
detriment of U.S. industry. Perhaps 
a middle-of-the-road course where- 
by we can gradually but progres- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


sively shift from a high to a medium 
to a low tariff structure will prove 
to be our wisest course of action. 
We can thus measure the course of 
our action as we go. 


By W. A. Stewart 
President 
American Optical 
Co. 


Southbridge, Mass. 


® THE Randall Commission Report 
reads something like the advice of 
an attorney answering a_ stated 
question: “If that is what you 
should do, this is the way you had 
better do it.” 

What we should do tariff-wise is 
still debatable. The Randall Com- 
mission Report is based on an as- 
sumption. There is substantial dis- 
agreement with that assumption. 
There are a lot of questions un- 
answered and, consequently, there 
is real opportunity for someone to 
reconcile these assumptions to some 
state of facts relating to a_ basic 
economy for these United States. 

I, personally, have little sympathy 
for the delegation of tariff-making 
powers to the executive branch of 
the government. The power to 
make tariffs is part of the power to 
tax. In my opinion, Congress should 
be very jealous of this power. Such 
power, when located in an admin- 
istrative or executive power, is 
more vulnerable to the manipula- 


























tions of theorists. The power has 
more protection, therefore, when 
retained by the Congress. 

There are those who are impa- 
tient with the Congress. They do 
not want to cope with its delibera- 
tions. However, it may be neces- 
sary to recall to their minds the 
fact that it has been through the re- 
sults of the deliberations of the 
Congress that we have achieved the 
economy they now wish to allocate 
to the executive branch of the gov- 
ernment. 

The vulnerability of taxing pow- 
ers when located in an executive or 
administrative department has been 
revealed in the administration of 
the Reciprocal Trade Act. The re- 
ciprocal trade theory was a cour- 
ageous concept and the Reciprocal 
Trade Act could have been and 
should be a useful tool, but in op- 
eration and because of the admin- 
istration it is now quite a different 
thing than it started out to be. 

For instance, what is the relation 
of the Reciprocal Trade Act to the 
workings of the favored nation 
clause in our treaties? How can 
the United States bargain success- 
fully with any one nation when un- 
der the favored nation clause con- 
cessions made to other nations can 
accrue to another nation? 

In my opinion, the Reciprocal 
Trade Act should be revised to 
bring its operations directly within 
the purview of the Congress and 
then extend it. 

In fact, I think that much of the 
special pleading now going on 
throughout the country should be 
disregarded, and that for the secure 
and sensible conduct of our affairs, 
we should develop confidence in 
and come to rely more upon trained 
and qualified civil servants operat- 
ing with respect for and amenity to 
the will of the Congress. 


By C. T. Burg 
Vice-President 
Iron Fireman 
Mfg. Co. 

Cleveland, O. 


™ IN GENERAL, it seems probable 
that the program outlined by the 
Continued on page 148 





REFINERY CATALOG 


gives your catalog preferred usage 24 hours a day 


The REFINERY CATALOG is the primary reference source for buying information on 
equipment and services used in the Refining-Petrochemical-Natural Gasoline Industry — 
the one source used regularly by more than 6,000 buying power men who spend or recom- 
mend 98% of the industry's annual multi-million dollar purchases. 


Availability of catalogs often is the deciding factor on: (1) Whose salesmen are in- 
vited to call; (2) What product is requisitioned or specified; and (3) Which company 
gets the order. REFINERY CATALOG makes sure that buyers receive, keep and give preferred 
usage to your catalog. 


Here buyers get complete information, with the least expenditure of time and effort, 
in one easy-to-use-and-keep volume. A careful distribution system makes sure that REFIN- 
ERY CATALOG is always in the right hands, at the right time. Each copy is specifically 
requested, in writing, by recognized oil and gas processing companies and contracting firm 
executives, for the preferred use of their important buying personnel. 

In the hands of these refinery men who actually buy and specify, the REFINERY CaT- 
ALOG is your best supporting assurance for a successful sales program . . . on the job 
when buying decisions are made . . . a powerful assist to your regular sales and advertis- 
ing efforts. 


WRITE FOR YOUR PERSONAL COPY of new 
brochure on REFINERY CATALOGING. Contains copy 
hints, other information on the most effective methods 
of putting your sales story in the right places at the 
right times. 


She Wolldi Largest MANSY Siblishers . 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (15) 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 4059 
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HERE’S A SALESMAN 


that works 24 hours every 
day in every Paper and 
Pulp Mill in the United 


States and Canada?! 


IA\\S CLOSING 
SAARENGN DATE 
MAY 3151 


1954 


This catalogue is your market place for your products. 
There is no other Book like it in the INDUSTRY—Not 
a Directory but a composite catalogue of Machinery, 
Chemicals, Equipment and Supplies 

used throughout the Paper and ® 

Pulp Manufacturing Industry. 


Companion to The Paper Industry — 
monthly —the magazine that gives you 
complete coverage in the Buying orbit. 


FRITZ PUBLICATIONS, Inc. Oni OR or NOs 





TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 


= 


Look, thom. up in. Industrial Marketing’s 
1954 Market Data & Directory Number 
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Randall Commission will stimulate 
world trade. Such stimulation in 
some form, whatever program may 
ultimately be responsible for it, ob- 
viously is vital to continued pros- 
perity within the United States and 
prosperity of other nations. 

It cannot be expected that we can 
long maintain export sales unless 
our customers abroad are given an 
opportunity to earn the dollars nec- 
essary to make purchases from us. 
At present, a large proportion of our 
foreign trade is sustained solely by 
gifts and loans made directly or in- 
directly by the American govern- 
ment to both Eastern and Western 
powers. To continue this system 
indefinitely not only imposes a 
heavy burden on United States tax- 
payers, but appears now to be eco- 
nomically impossible. 

Production on continually in- 
creasing levels, joined with free 
selling in free markets, has been 
the backbone of American industrial 
culture. The competition wrought 
in a society of this type has in its 
own turn developed progressive 
changes without which neither our 
prosperity nor our personal com- 
fort would be what they are today. 
The same principles, applied on an 
international scale, should have a 
strong tendency to increase our 
markets, with a consequent favor- 
able result to ourselves. 


By C. H. Stevenson 
Vice-President 
Lindberg 
Engineering Corp. 
Chicago, Ill. 


® IF THE COMMISSION on foreign 
economic policy accomplishes noth- 
ing more than stirring up action on 
one of its few unanimous recom- 
mendations . . that of simplifying 
custom procedures . . the committee 
will have accomplished much. The 
senseless, outmoded, bureaucratic 
methods of the U. S. Customs not 
only discourage foreign trade, but 
create a great deal of ill feeling 
among foreign business men, and 
embarrassment among American 
business men. The sincerity of the 
administration can be measured by 
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the alacrity with which it attacks 
this non-controversial problem. 


As for the important tariff recom- 
mendations, the committee has rec- 
ognized that the questions are 
knotty, that there are no glib sim- 
ple answers. Free traders will com- 
plain at the conservatism shown. 
But the report has pointed the way 
towards lowering tariff walls, cau- 
tiously and by multilateral agree- 
ments in which the U. S. obtains 
benefits as it concedes them. 


“There are encouraging signs that 
the world stands at the beginning of 
an era of expansion of world trade. 
Industrialized countries are coming 
to need more and more of the ma- 
terials which the under developed 
areas can provide. The latter in 
turn are demanding increasingly 
greater volumes of the machinery, 
industrial materials and highly fab- 
ricated consumer goods that go 
with economic growth. The time 
seems to be ripe for (the U. S.) to 
obtain the benefits of swelling inter- 
national commerce.” 

Normal foreign trade automati- 
cally creates a balance. Another 
ten billion of imports means another 
ten billion of exports. The commit- 
tee recognizes that some small per- 
centage of American business may 
be injured by the imports but points 
out that some solution must be pro- 
vided so that the great good that 
would come to the country as a 
whole should not be lost. 

Under problems of agriculture the 
committee makes it clear that re- 
strictive tariffs and agricultural 
subsidies are comparable, thereby 
putting strange people together in 
the same bed. On both subjects, 
however, the committee insists that 
the solutions are not simple and that 
they must be worked out slowly 
and carefully. 

Under the Reciprocal Trade 
Agreement Act of 1934, average 
tariff rates have been reduced 70%. 
During this period of recession and 
boom, war and peace, no major dis- 
aster has struck American business. 
Continuing these slow careful steps, 
as recommended by the committee, 
should strengthen American busi- 
ness and raise the standards of liv- 
ing of the American people. 8 
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A business publication may attract a top-level audience by: 


1 — Providing a content that is valuable; 
2 — Presenting it frequently enough to be useful. 


The Wall Street Journal, an unusual publication, has at- 
tracted an unusually outstanding readership because this 
national business daily does both. 


CIRCULATION: 258,448 (ABC 6-mths.-average, Sept. 30, 1953) 
THE WALL et JOURNAL 


*CHICAG 
+ Edit 


11 West Monroe Street 


April 1954 /149 





Reprints of editorial features 
are offered here as a special 
e service to IM readers. Please 
send number and name of 
Te 7 I its article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


PACIFIC NORTHWEST of Industrial Marketing sala tae taal 

CONSTRUCTION ie articles | erders under $1, Well be happy 
MARKET | i i 
DEPENDS 


R23 M fact e les, bigger ad budgets in 1954 
ON THE “ven urers see more sales, bigger ad budgets i 


ars 1954 





PORTLAND, OREGON DAILY R235 — to prepare dng indastsiet yy : 
JOURNAL y R.A _Fal k, from in the September, October, November and December, 1953, 
OMME. | R23 Before and after. . what have we earned from Readex? 
by Howard G. Sawy December, 195 50c 


RVITAL | R233 Bost- ‘read ae ads . » photos outpull drawings 


Business NE ws Novembe 


Just 10 construction companies, R232 Idea book builds Blackhawk into key line for distributors 

picked at random from D.4J.C. November, 1953. 25c 

subscribers, use over $1,000,000 1 How to select = in vtogel s J ge eel conditions 

worth of petroleum products and by Harold A. Wilt, 

tires alone a year. Two-thirds of 

the circulation of the D.J.C. is to |} R23 Forecast 6. 3% gain in 1953 for business paper ad volume 
by Angelo Venezian, August, 1953. 50c 


he 


construction men who must have 


the latest daily industrial news. | Which ad attracted more readers? 
Write for sample copy. A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 





Sales promotion ideas 


Daily Jexseabefommerce os A selection from Industrial Marketing's monthly department. 75c 


75% Southwest 14th Ave. | 2 ~ gorse a a show .. and learns about exhibiting 
Portland 7, Oregon ~~ are now entering the industrial merchandising eral 
r A = 
Wérking Tool of y G. D. Crain, Jr., May, 1953. 25c 
Pacific Northwest Business , What 641 leading advertisers spend in business papers 
May, 1953. 50c 














479 advertising agencies place 470,022 business paper pages 
April, 1953. 35¢ 


How industrial advertising paid o 
An NIAA study of 17 case 7 mle June 1951-Dec. 1952. 50c 


How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 
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by 
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pictures and 1,650 identified by Bob Aitchison, Nov. and Dec., 1951. 25¢ 


personalities. Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25c¢ 





Picture coverage is just one of f 
¥ How to use Starch readership reports 

the many reasons for the high by Howard G. Sawyer, July, Aug., 1951. 25c 
readership rating of CONSTRUC- R209 votey’ s aie peagen can get out pee hand . . stop them 

* : y Birney Miller and B. K. Moffitt, June, 1951. 25c 
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nrg : ' 2 A guide to better publicity 
Oklahoma, eastern Missouri, Ar- by members of the Industrial Publicity Association, New York. 
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= . -- | by John H. Platten, Oct., 1950. 25c 
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How business papers can meet their new competition 
by William A. Marsteller, April, 1950. 25c 
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by Howard G. Sawyer. Selected from a 1949-1950 series of articles. 75c 
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Government reports tell 

proper use of graphs in ads 

® WASHINGTON .. The U. S. Depart- 
ment of Commerce has _ published 
two reports telling the proper use 
of graphs, charts and pictures to 
supplement printed text. 

One report includes studies of ad- 
vertising readership and suggests 
ways to best use graphic material in 
advertising, education and training. 
The other report tells what facts are 
best illustrated by graphs, and it 
tells how to make graphs that are 
attractive and readable. 

The report on advertising read- 
ership, PB 112291, is available on 
microfilm for $2.25 or in photostat 
for $5. The other, PB 112381, is 
available on microfilm for $2.50 or 
in photostat for $6.25. Both can be 
obtained from Library of Congress, 
Publication Board Project, Wash- 
ington 25, D. C. 


Worthington Corp. purchases 
Mueller Furnace Co. 

@ NEW yorK .. The assets, name 
and goodwill of the L. J. Mueller 
Furnace Co., Milwaukee, have been 
acquired by Worthington Corp., 
New York, in exchange for Worth- 
ington common stock, subject to ap- 
proval of the proposal by Mueller 
stockholders. 

The merger will enable Worthing- 
ton to unite production and sales 
efforts in two related fields . . home 
heating and air conditioning. The 
full line of Mueller Climatrol prod- 
ucts will continue to be manufac- 
tured at Milwaukee, while Wor- 
thington will continue to manufac- 
ture its air conditioning equipment 
at Holyoke, Mass., and Decatur, 
Ala. 


Air Reduction president urges 
sales-procurement partnership 
@ NEW yYorK .. A “new partner- 
ship” . . between procurement and 
marketing functions in industry . . 
has been advocated by John A. Hill, 
president, Air Reduction Co., New 
York. 

Mr. Hill told a meeting of the 
Purchasing Agents Association of 
New York that the “take at the 
gate” is not the only determinator 
of profits . . that purchasing is in- 
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Industrial Ratio Map of U. S. 


Shows oreo of each stote in ratio to 
its industrial volue MPA. covers the 
“Heart” exclusively! 
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M. P. A. Opens the Door 
to the $90-BILLION 
Industrial Midwest 


As your selling gets tougher, there’s no bet- 
ter way to reach industrial buyers in the 
“Heart of Industrial America” than in their 
own publication — Midwest Purchasing 
Agent. It’s the official organ of the power- 
ful P. A. Associations, in the richest con- 
centration of industrial - power. * 
It’s “take-home” reading for all members — 100% buyer cov erage, at a time 
when it does you the greatest service. Your adv ertising in M. P. A. offers 
your sales representatives the support they must have in this stiffening “buy- 
ers’ market”. Start your campaign in the next issue. You'll be IN with 


M. P. A.! 














A few of the “national” advertisers who use over 50% of the space: 


A he 
Cities Service SOUT Margy ==) 
American box nt Mey 
Hinde & Duuch — 
Robt. Gair 
Osborn Brush 
Ohio Injector 
Blaw-Knox 


upont Roebling’s Standard Oil 
Tube Turns 
Chase Brass 
Bridgeport 
Scovill Brass 
American Brass 
Nat’l Screw 
Reliance Elec. 


Write for 
Roster Issue 
(Containing 


Nicholson File P. A. list) 


Assoc. Spring 
Nat'l Malleable 
Wickwire-Spencer 


on your 
letterhead 


A RSANS. 
PUR AGENT 


639 Penton Building 
Cleveland 13, Ohio 
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MEYERCORD 


Namoplede VECALS 


FOR EVERY SURFACE AND FINISH 


Meyercord Decal Engineers and Designers Can Help You 
Lick that Tough Problem... and at LOWER COST, TOO! 


If you want to ADVERTISE ... 


INSTRUCT ... 


or IDENTIFY on any 


surface from smooth, non-porous plastics to rough, pebbly materials, Meyer- 
cord engineers will come up with the answers in a hurry. We dipped into our 
recent orders and highlight below a few “case histories” where Meyercord 
Decals have been engineered for extremely dificult conditions: 


AIRCRAFT INDUSTRY — Meyercord engi- 
neers, working closely with industry en- 
gineering departments, developed a 
special identification decal capable of 
withstanding Jet temperatures to 900° 
as well as the effects of aeromatic fuels 
and hydraulic fluids. 


ELECTRONICS INDUSTRY —A leading 
electronics manufacturer required a sche- 
matic diagram which could be folded 
compactly and placed inside communi- 
cation sets. Meyercord solved the prob- 
lem with a special decal applied to 
nylon fabric under heat and pressure. 


PLASTICS INDUSTRY—A Kansas City 
Plastics manufacturer wanted a series 
of decals showing miniature gasoline 
pumps for application to plastic salt and 
pepper shakers. Meyercord produced a 
special transfer that fulfills the custom- 
er’s exacting requirements. 


ADVERTISE, 
IDENTIFY, DECORATE 


HOME APPLIANCES — To reduce manu- 
facturing costs without sacrificing qual- 
ity, Meyercord engineers developed a 
new type of open-letter decal providing 
high color and dramatic effect —at less 
than one third the cost of discarded 
metal identification name plates. 


Write for MEYERCORD DECAL 
NAMEPLATE MANUAL and 
Full Information . . . FREE 


Meyercord “Mark-it’’ Manual shows 
hundreds of uses for durable, washable, 
decal nameplates . . . as trade marks, 
instructions, charts or diagrams...in any 
size, colors or designs. Shows how Meyer- 
cord Decal Nameplates speed produc- 
tion, cut costs. This manual is FREE, but 
request it on company letterhead, please. 


THE MEYERCORD CO. 


MEYER cup wines Unldi Largest. Decaleomania Manufacturers 


DEPT. S-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 
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creasingly being considered a profit- 
making function. 

He said that if the seller is to sat- 
isfy buyers’ needs to best advan- 
tage, there must be a greater ex- 
change of information between buy- 
er and seller than generally exists 
today. 


Institutions field gets new 
service .. ‘Supplier’ 

® cHIcaco . . Domestic Engineering 
Co., Chicago, has published the first 
issue of “Institutions Supplier,” a 
four-page bulletin. 

The company, publisher of Insti- 
tutions Magazine and Institutions 
Catalog Directory, said the bulletin 
will be published at “regular inter- 
vals” and will serve the manufac- 
turers and their distributors selling 
the mass feeding, mass housing in- 
stitutions field. 

A newspaper style makeup is be- 
ing used on a page 143gx113%”. 


Publication plans awards 

for modernized power plants 

® NEW yorK .. Power, McGraw- 
Hill Publishing Co., New York, has 
launched a plan to honor power 
plants that carry out outstanding 
modernization programs. 

Power said modernization has 
special importance now because 
growing industrial competition will 
put a greater squeeze on power- 
service costs. 

All types and sizes of power plants 
are eligible for the competition, 
which closes May 15. Entries must 
tell: what was modernized, principal 
reasons for modernization, results 
obtained, unique features of the job 
and unusual or difficult problems. 


International ad competition 
will close April 30 

® NEW yorK .. The Association of 
International Advertising Agencies 
has announced plans for its annual 
competition to find the best adver- 
tisements prepared in the United 
States to promote ithe sale of Amer- 
ican products abroad. 

The contest is open to all Amer- 
ican manufacturers, including in- 
dustrial advertisers, who do busi- 
ness abroad. 
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Judging will be on the basis of 
the cumulative effect of any three 
advertisements in a series. 

Entries are divided into 12 classi- 
fications. The winner in each cate- 
gory will receive a plaque. Closing 
date for entries is April 30. The 
awards will be presented at the as- 
sociation’s annual convention in 
New York on May 14. 





Specialty! . . Alice Davis, Chicago, is 
‘crowned’ Miss Advertising Specialty of 
1954 at Advertising Specialty National As- 
sociation show. Russell M. Searle, ASNA‘s 
executive secretary, does the honors. 


Boom year predicted 

for advertising specialties 

® cHicaco .. The head of an adver- 
tising specialty organization predicts 
the industry will have another boom 
year in 1954. 

David W. Welday, president of the 
Advertising Specialty National As- 
sociation, said the industry expects 
to surpass last year’s volume of 
$150,000,000 by a “substantial mar- 
gin.” 

Mr. Welday, vice-president, Ohio 
Thermometer Co., Springfield, O., 
was here for the association’s spring 
show, attended by more than 1,000 
advertising specialty manufacturers 
and jobbers. 

He said he was optimistic about 
1954 because more and more ad- 
vertisers were switching to adver- 
tising specialties in their promotion 
and because advertising in general 
will be on the upgrade this year 
because of increasing competition. & 





helps you sell 
the Men responsible for 
Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It’s expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on—for tomorrow’s products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—tomorrow’s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment. 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 
—OEM-—the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow’s 
products. 


PD&D HELPS YOU MEET TODAY'S CONDITIONS... 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘“‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested— 
even more imperative. 

PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 

PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D’s 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible — and over 
4,000 use PD&D’s Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here’s how one Advertising Executive 
highspotted his recommendation: 


sé Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 9? 


Data for your proposal: 
CIRCULATION: 35,000 individually-addressed 
copies, BPA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by “who reads it” but also by the 


mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading. 
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Sell the whole 
Country-Side 
market. 


Buy the 
Country-Side Unit— 
TOWN JOURNAL 

and FARM JOURNAL 


Circulation 4,350,000 


There is Only ONE 
Magazine that... . 
REACHES 
CHAIN SAW SHOPS 
and 
CHAIN SAW OWNERS 


* 
Devoted to the 


CHAIN SAW INDUSTRY 
and has 
NATIONAL CIRCULATION 


For information on this direct route to 
10,000 subscribers of the wood-cutting 
: world, write 


CHAIN SAW AGE 


Published by 
CONROY PUBLISHING CORP. 
Box 6654, Portland 66, Ore. 
“CHAIN SAW BUSINESS” too 
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industrial 


April 


5-8..AMA National Packaging 
Exposition, Convention Hall, 
Atlantic City. 


12-15..Society of Automotive En- 
gineers, Aeronautic Produc- 
tion Forum & Aircraft Engi- 
neering Display, Statler Ho- 
tel, New York. 


26-30.. American Society of Tool 
Engineers Industrial Exposi- 
tion, Convention Center, 


Philadelphia. 


26-30... American Textile Machinery 
Exhibition . . and Associated 
Industries, Auditorium, At- 
lantic City. 


May 


3-14..British Industries Fair, 
Heavy Industry Exhibition, 
Castle romwich, Birming- 
ham, England. 


5-7.. Welding and Allied Indus- 
try Exposition, Memorial Au- 
ditorium, Buffalo. 


8-11..National Office Furniture 
Association Exhibit and Con- 
vention, Hotel Sherman, Chi- 
cago. 


8-14.. American Foundrymen’s So- 
ciety, Auditorium, Cleve- 
land. 


10-12..Sales Aids Show, Grand 
Ballroom, Biltmore Hotel, 
New York. 


10-14.. National Restaurant Assn. 
Annual Convention & Expo- 
sition, Navy Pier, Chicago. 


16-20.. National Oil Heat Exposi- 
tion, Commercial Museum, 
Philadelphia. 


17-20... Electronic Parts Show, Con- 
trad Hilton Hotel, Chicago. 


17-20..Basic Materials Exposition, 
The Product Development 
Show, International Amphi- 
theatre, Chicago. 


June 
22-7... International Trade Fair, 
Paris, France. 


23-26 .. National Office Management 
Association, “All-Purpose” 
Business Show, Kiel Audi- 
torium, St. Louis. 


shows 
wy 


23-28.. American Water Works As- 
sociation, Civic Auditorium, 
Seattle. 





June 


National Office Machinery 
Dealers Association, St. 
Louis. (exact date not an- 
nounced as yet) 


.--National Sales Executives 
Convention and Sales Equip- 
ment Fair, Conrad Hilton 
Hotel, Chicago. 


-- National Plastics Exposition, 
Public Auditorium, Cleve- 
land. 


..Confectionery Industries Ex- 
position, Conrad Hilton Ho- 
tel, Chicago. 


-- American Society for Qual- 
ity Control, Kiel Auditorium, 
St. Louis. 


Construction Industries & 
Home Show of Southern 
California, Pan-Pacific Audi- 
torium, Los Angeles. 


American Society for Test- 
ing Materials, Hotel Sher- 
man, Chicago. 


National Association of Dis- 
play Industries, Hotel New 
Yorker, New York. 


International Aviation Ex- 
position, Detroit-Wayne Air- 
port, Detroit. 


Textile Merchants & Asso- 
ciated Industries, Jefferson 
Hotel, St. Louis. 


Western Plant Maintenance 
Show, Pan-Pacific Auditor- 
ium, Los Angeles. 


Automotive Accessory Ex- 
hibit, Conrad Hilton Hotel, 
Chicago. 


Saskatoon Industrial Exhibi- 
tion, Ltd., Exhibition 
Grounds, Saskatcon, Can- 
ada. 


Do-It-Yourself Show, Pan- 
Pacific Auditorium, Los An- 
geles. 























Advertiser Changes . . 


Campbell Rutledge, Jr. . . former assistant 
general manager, Electrical Products Div., 
Corning Glass Works, Corning, N. Y., has 
been appointed general sales manager, 
New Products Division. 


Pittsburgh Plate Glass Co. . . Pittsburgh, 
has appointed Victor G. Schwenke and 
Everett G. Knox to be account executives 
for the Ditzler Color Division in Detroit. 


John H. MacLeod . . former industrial sales 
engineer in the Midwest, Telechron Dept., 
General Electric Co., Ashland, Mass., has 
been named industrial sales manager for 
the department. 


George S. Bond . . former sales manager, 
Metals & Ceramics Div., P. R. Mallory & 
Co., Indianapolis manufacturer of elec- 
tronic products, has been named advertis- 
ing manager. 


Fred Hale . . formerly in public relations 
at Utica College of Syracuse University, 
has been named advertising manager, 
Utica Forge & Tool Corp., Utica, N. Y. 


James W. Wilcock . . has been named 
general manager of sales, Oliver Iron & 
Steel Corp., Berry Div., Pittsburgh. Charles 
R. Taylor has been named manager of 
sales engineering. 


Jam Handy Organization . . Detroit, has 
announced new Pittsburgh offices in the 
Colonel Henry Bouquet Bldg., Gateway 
Center. 


M. H. Peacock . . former vice-president in 
charge of sales, Lincoln Paper Co., sub- 
sidary of Ditto, Inc., Chicago, has been 
elected president. 
Sam DuPree .. former assistant to the 
sales vice-president of Goodyear Tire & 
Rubber, Co., Akron, O., has been named 
general manager of all Goodyear indus- 
trial products. Herman R. Thies, former 
manager of Goodyear’s chemical division, 
has been made general manager of all 
chemical products. Both are newly-cre- 
ated positions. 


I. Robert Levy . . former Chicago sales 
executive for Milprint, Inc., Milwaukee, has 
been appointed executive assistant in 
charge of sales of Traver Corp., Chicago, 
transparent packaging firm. 


Matthew J. Betley . . former vice-presi- 
dent in charge of manufacturing, Aero- 
quip Corp., Jackson, Mich., has been ap- 
pointed vice-president and general man- 
ager, coordinating sales, engineering and 


DAILY Buying decisions are based on... 

DAILY Trade News and... 

DAILY Exposure to 

HELPFUL ADVERTISING 

Over 30,000 purchasing, management, and operating executives in 
the metal trades who believe in accurate timing read AMERICAN 
METAL MARKET five days each week. They make daily decisions. 
There’s no delay—they buy today! 


To sell today to the world’s most active industries, advertise in 
AMERICAN METAL MARKET, the only metal-trade publication 
geared to keep pace with the tempo of the times. 


Find Out Whey 


Ask for AMERICAN METAL MARKET’s unique story—find out: 

Why today’s metal, machinery, equipment buyers can’t wait. 

Why AMM eaarries a large number of exclusive advertisers and a greater volume 
of metals advertising than the combined total of several weekly and monthly metal 
trade publications. 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer. 

Why AMM’s fully paid circulation has more than doubled in past 10 years... 
ABC statement 9-30-53 shows 6 months avg. of 11,361 subscribers at $20. each per 


annum, 
Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


nce 1899 The Daily Newspaper of 


the Steel and Metal Industries 


LN 
Clitt ‘Street ABC) New York 38 
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1400 UNION TRUST BLDG. 
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INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 





TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business . . . more quickly. 


CMMELLC AMO S- 


 _PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. | 

















PIT ANS QUARRY... 


is a member of both A.B.C. and B.P.A. 
Our aim is to place PIT AND QUARRY 
in the hands of every administrative and 
production official in every plant of any 
consequence in the United States, Can- 
ada and Mexico. PIT AND QUARRY 
offers more complete and effective plant 
coverage of the nonmetallic minerals 
industries than has ever 
plished by any publication serving this 


- 


been accom- 


market. 


PIT AND QUARRY 


431 S$. Dearborn St., Chicago 5, Ill. 
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Advertiser Changes. . 


manufacturing functions of Aeroquip and 
its subsidiaries. The firm manufactures 
flexible hose lines and fittings. 

Leslie Segersten supervisor of sales 
promotion in merchandising services, Inter- 


Chicago, 


national Harvester Export Co., 
has been appointed supervisor of publica- 
tion advertising and publicity, merchan 
dising He succeeds John W. 
Branta, who has been appointed super- 


visor of sales promotion, motor trucks, of 


services. 


the domestic consumer relations depart- 


ment. 


C. N. Cahill . . former vice-president and 
general manager, Gits Molding Corp., has 
been appointed vice-president, J. B. Carroll 
Co., Chicago, manufacturer of Vinylite and 
other rigid plastic sheets. 

Don Allshouse . . former advertising man- 
ager, Copes-Vulcan Division, Continental 
Foundry & Machine Co., East Chicago, 
Ind., has been named general advertising 
manager of the company. 

De Walt, Inc. . . Lancaster, Pa., subsidiary 
of American Machine & Foundry and a 
manufacturer of radial arm woodworking 
machinery, has made these personnel 
changes: W. Ross Steveas, former adver- 
tising manager, has retired and will act 
in a consulting capacity; John Stolarz, 
former industrial sales manager, will be- 
come director of advertising and sales 
Lester R. Mellott will become 


assistant sales promotion manager. 


promotion; 


A. W. Stoddard . . former director of ad- 
vertising and assistant to the executive 


vice-president, Syncro Corp., has been 
named director of public relations and ad 
vertising, Detrex Corp., Detroit, manufac- 
metal-cleaning equip- 


turer of industrial 


ment. 


W. J. Ulrich . . senior sales representative 
for the Carborundum Co. in the Detroit 
area, has been elected a vice-president of 
the company. F. W. Bonacker has been 
named assistant vice-president in charge 
of sales for Carborundum’s bonded prod- 
ucts and grain division. 


Myles G. McCarthy . . has been appointed 
sales promotion manager, electrical divi- 
sion, Olin Industries, New Haven, Conn. 
He was formerly production manager, G. 
F. Sweet & Co., Hartford agency. 


" 


James Hernandez . . has been named 
manager of export advertising, E. I. Du 
Wilmington, Del., 


previous position 


Pont de Nemours Co., 
a promotion from his 
as assistant. 





| 
Are YOU Listed in 
The Industry's 


“BUYography"’? 


The annual BEDDING Buyers’ 
Guide and Composite Catalog is a 
MUST if you want to sell to the 
exclusive $521,000,000 Sleep Equip- 
ment Market! A valuable refer- 
ence book in CONSTANT use— 
contains the catalogs or multi-page 
ads of the most important sup- 
pliers. Reserve your space in this 
“ESTABLISHED INSTITUTION” 


now! 


ae fame close May 
n st. Better send 
Industrial Marketing's — ;,, complete in- 


formation now to 
Annual Market Data Byrmaaaten 


CSU aCAMA Tht Tyas minute rush! Ask 
for Folder “‘A’’. 


Merchandise Mart, Chicago 54 








YOU'LL SELL MORE 


with an 


Shows, Sales Meetings, etc. 
Send for Free Folder 


IVEL CORPORATION 


96-22 43 Ave. Corona 68, N.Y.C. 





Agency Changes. . 


Jerry Crabbe .. former advertising man- 
ager, Aerovent Fan Co., has opened an 
industrial advertising agency, Mariva In- 
dustrial Advertising, in Springfield, O. 


Danford & Eubanks, Inc. . . New Castle, 
Pa., has the following new accounts: 
Castle Machinery Co., New Castle, and 
Morgan Vise Co., Chicago. 


Adrian S. Price . . former creative director 
for Reid Associates Advertising, has joined 
Jules Lippit Advertising, New York. 


Fuller & Smith & Ross . . New York, has 
been named to handle institutional ad- 
vertising for M. W. Kellogg Co., subsidiary 
of Pullman, Inc., New York. 


W. K. Cochrane III . . formerly in produc- 
tion and sales promotion, Owens-Corning 
Fiberglass Corp., has joined the copy staff 


Here’s Proof of 


——— 
i, 


Reader 
Interest! 


IRON and STEEL ENGINEER 
READERS RENEW 
SUBSCRIPTIONS EVERY YEAR 


Reader interest is what your advertising 
dollar pays for, and that is exactly what you 
are assured when you use the Iron and Steel 
Engineer. Year after year, subscription re- 
newals average 95% ... unusually high... 
positive proof of high readership . . . pro- 
viding you with the best advertising buy in 
reaching and selling the iron and steel 
industry. 


Send for a copy of this Booklet: 
"HOW TO SELL TO THE IRON AND 
STEEL PRODUCING INDUSTRY” 


of Meldrum & Fewsmith, Inc., Cleveland. 


Howard R. Lane . . architect, formerly 
with Pereira & Luckman, has joined the 
staff of Tilds & Cantz Advertising in an 


advisory capacity. 


Griswold-Eshleman Co. . . Cleveland, has 
been named to handle advertising for 
Denison Engineering Co., Columbus, O. 


Horton-Noyes Co. . . Providence, R. I., 
has been named to handle advertising for 
Rumford Chemical Works, Rumford, R. I. 


H. B. Humphrey, Alley & Richards, Inc. . . 
New York, has been named to handle 
advertising for Tennessee Gas Transmis- 
sion Co., Houston, Tex. 


Clark F. Ross . . founder of Ross Advertis- 
ing Agency, St. Louis and Kansas City, 
Mo., has joined the staff of Walter Mc- 
Creery, Inc., Beverly Hills, Cal., as direc- 
The Ross 
Advertising Agency, under new owner- 


tor of the industrial division. 


ship, will provide midwest service facil- 
ities for Walter McCreery. 


Harris D. McKinney, Inc. . . Philadelphia, 
has been named to handle advertising for 
Eastern Rotorcraft Corp., Doylestown, Pa., 
manufacturer of aircraft components. 


Marvin Sherres, Inc. . . New York, has 
been named to handle advertising for 
Production Metals and Avio Supply Corp., 
both of Brooklyn, N.Y. 


Eugene Heiffel . . a vice-president of 
G. M. Basford Co., New York, has retired 
after 20 years with the agency, but will 
be retained in an art consultant capacity. 





Iron AND Steel ENGINEER 


1010 EMPIRE BUILDING 


PITTSBURGH 22, PA. 





ready to go 
to work for 


YOU! 


Impact where 
you need it most! 


remember: IN THE WEST 
YOU DO IT BEST with... 


WESTERN 





57% of your market in 17 metropolitan areas 


In the West 61% of the 19.5 million people live 
in 17 standard metropolitan areas. in these 
areas are 46% of the West's lumber dealers 
who do 57% of lumber and building material 
sales in the Western market. While your sales- 
men can make more sales calls at less sales cost, 
competition is stiff. AND DON’T FORGET THE 


43% of your market in rural areas 


HERE LIES NEARLY HALF OF YOUR SALES PO- 
TENTIAL. In rural areas live 39% of the 19.5 
million people—where 54% of all Western lum- 
ber dealers account for 43% of all lumber and 
building material sales. 


Pre-sell your products and services in both 


W-B paves the way for the personal selling ef- 
forts of your representatives and distributors. 
It is read each month by the men you have to 
sell—virtually 100% coverage of more than 
5100 lumber dealers and more than 5600 of 
their best builder customers. 


Remember . . . 


Only is WESTERN BUILDING with but one single 
low-cost investment can you put the promotional 
impact in both metropolitan and rural areas-— 
among lumber dealers and their best builder 
customers. 


SERVING THE LUMBER DEALERS AND BUILDERS IN THE LIGHT CONSTRUCTION MARKET OF THE WEST 


BUILDING 


PUBLISHED BY 


519 S.W. PARK AVENUE 
THE TIMBERMAN 


PORTLAND 5, OREGON 
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David F. Beard 


It's in the family 


One of four brothers active in the advertising 
field, Dave Beard is general director of adver- 
tising, Reynolds Metals Co., Louisville, where 
he has been since 1944. The fraternity includes 
Robert F. of McGraw-Hill, John of Architec- 
tural Forum, and William K., Jr., of Associated 
Business Publications. Previously manager of 
McGraw-Hill’s direct mail division in New 
York, Dave carries out the family tradition 
initiated by his father, who was representative 
for Electrical World for 50 years. 








John Sasso 


A high batting average 


A former semi-pro baseball player, who says 
he even now “plays an old man’s game occa- 
sionally,’ John continues to rap out extra base 
hits as vice-president and director of industrial 
publicity for G. M. Basfor€ Co., New York 
agency. He has written four technical books on 
mechanical design and plastics, writes on sci- 
ence for consumer magazines and holds a Co- 
lumbia degree as a mechanical engineer. Be- 
fore joining Basford two years ago, he served 
as industrial editor of Business Week and man- 
aging editor of Product Engineering. 
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William E. Geidt 


From ships to selling steel 


In 1945, William E. Geidt got out of the Navy 
and started job-hunting. Three years later 
he was advertising manager at Inland Steel Co., 
Chicago. He had found his post-Navy job at 
Inland’s affiliate, Joseph T. Ryerson & Son, 
Chicago, was transferred to Inland in 1947 and 
became ad manager there in 1948. He is a past 
president of the Chicago Industrial Advertisers 
Association and a director of the National In- 
dustrial Advertisers Association. 





Harris D. McKinney 


Industrial Accounts Only, Please 


Harris D. McKinney is president of an agency 
that handles only industrial accounts. He 
founded the Philadelphia firm that bears his 
name in 1936, after six years in circulation, 
advertising and promction with Curtis Pub- 
lishing Co.. He is a member of Eastern Indus- 
trial Advertisers and American Marketing As- 
sociation. Mr. McKinney’s outside interests 
include an MG car, two grown-up children . . 
“and a wife as smart as a Philadelphia lawyer 
. . because she is one.” 





Media Changes. . 


Pit & Quarry Publications, Inc. . . Chi- 
cago, has named the following new per- 
sonnel appointments: James E. Mont- 
gomery, former president and publisher, 
was named chairman of the board; W. A. 
Wilson, former executive vice-president 
and eastern sales manager, was named 
president; George P. Grant was named 
general sales manager; Frank J. Cornyn, 
midwest sales manager, has been elected 
a director; John R. Duble has been named 
eastern sales manager; Leonard L. Ostrow 
has joined the eastern sales staff; Charles 
H. Bussman has been named central 
sales manager. 


Frank P. Di Toro . . former Atlanta and 
Eastern district sales manager for Weld- 
ing Engineer, New York, has been named 
assistant sales manager. Edward P. 
Gardner has become district manager. 


Walden’s ABC Guide . . will be combined 
with Paper Production Handbook, New 
York, with the 1954 edition under the 
name of Walden’s ABC Guide & Paper 
Production Handbook. The combined di- 
rectories will contain all the features of 
the previous directories and in addition a 
list of all associations identified with the 
paper industry. 


Robert E. Clarke . 
manager of Secretary Magazine, has been 


- former advertising 


appointed representative of Conover-Mast 
Purchasing Directory in western Pennsy]- 
vania and western New York. 


Buyers Purchasing Digest . . has moved 
its editorial and business office from Pitts- 
burgh to the Cleveland office at 13233 


Euclid Ave. 


2 
Cake Cutting . . Principals of Beau- 
mont, Heller & Sperling, Reading, Pa., ad- 
vertising agency, cut their 25th anniver- 
sary cake at a dinner celebrating the oc- 
casion. They are (I. to r.) Donald T. Beau- 
mont, Robert F. Heller and Louis J. Sper- 
ling. 








h betsmalged 


WOOD WORKING DIGEST... 


goes 








to the right men... your logical 
prospects with authority to buy 


The personalized copies of WOOD WORKING 
DIGEST* reaching the desks of production ex- 
ecutives every month, . . help stimulate adver- 
tising readership. Executives in wood working 
plants find WWD an extremely efficient aid 
in their everyday planning. They WANT to 
read it... and it is this loyal readership among 
key men with purchasing power which is di- 
rectly responsible for WWD's advertising ef- 
fectiveness. The record speaks for itself — 
WWD carries more pages of advertising than 
the next 4 industry papers COMBINED! 

Why not put your confidence in this proven 
sales-producer? 


Send for 24-page Market Data File based 
on NIAA Outline. Gives market figures, 
government statistics and publication data. 


*Circulation verified by Western Union 


WOOD WORKING digest 


HITCHCOCK PUBLISHING CO.. 


WHEATON, ILL. 














... add ice, shake 


well and serve! 


King-size shakers l 


headache out of finishing small rubber parts. 


Molded rubber products leave the 


mold with a thin rind or flash where 
the two halves of the mold join. 
Hand trimming is slow and costly, 
so mechanical methods were de- 
veloped. 

The latest of these uses carbon di- 
oxide (dry ice) either in liquid or 
flaked form. Dry ice is added to a 
tumbling drum like that pictured 
above together with the rubber parts 
to be finished. 


Tell us what you offer for sale and we'll try to give you 


some idea of the market 


RUBBER AGE 


2102 Fisk Building 
New York 19, N. Y. 


Publishers of the industry's on 


ike this one take the 


The dry ice quickly chills the flash 
to the point of brittleness and the 
tumbling action of the drum snaps 
off the frozen rind, leaving each 
part smooth and ready for shipment. 


This is typical of the extent to 
which the rubber industry relies on 
seemingly unrelated products to 
make its operations more efficient. 


Perhaps your company’s products . . 
services equipment could be 


used in this $5 billion field. 


for it in the rubber industry. 





RUBBER AGE carries 
more paid advertising 
than any other rubber 
journal in the world! 











ly Directory: RUBBER RED BOOK 
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“For many years in answering reader surveys 
about advertising magazines, I have always voted IM 
the most useful in my work.” 


Says Neville Bayless Treasurer 
The Bayless-Kerr Company 


Neville Bayless started his training for the advertising field at 

Western Reserve University, where he graduated with the class of ’33 

and took his M.A. the following year. Immediately thereafter 

he joined Bayless-Kerr, and worked through practically every department 
of the agency before being named treasurer. While his abilities have 
proved useful in many categories, his specialization has always 

been in creative work and account handling. He has been a member 

of theIndustrial Marketers of Cleveland for the last 

dozen years, currently is on the AAAA business paper committee. 


“We would feel lost without IM, and I am speaking 
fer at least fourteen men in our division. 

There is something valuable in every issue . . . 
as valuable to the older men as to the 

newer members of our staff.” 


Says H. V. Mercer Manager, Advertising Department 
Armco Steel Corporation 


H. V. Mercer has been with’ Armco since 1916, except for “some time 

out to help the Navy win World War I.” Prior, he spent eight 

years evenly divided between the Corps of Engineers, U. S. Army, 

and the engineering department of the B. & O. Railroad. Thirty 

of his years at Armco have been spent in the advertising department, 

the last 18 as manager. After working hours, he gives generously 

of his experiences to aid the YMCA, Boy Scouts, blood donor campaigns, 
bond drives and other worthy causes “where an advertising man 

can be helpful.” 





“IM's selling and promotional ideas, its success 
stories, its sound tips on effective trade show displays, 
help keep me and our other sales executives on 

our toes. As the specialist in the field of industrial 
selling, IM is a big help to us.” 


Says Paul R. Larimer General Sales Manager 

Ansul Chemical Company 

Being promotion-minded comes naturally to Sales Manager Larimer 
because he served as promotion manager for Hobart 

Manufacturing Company, New York, from 1928 until 1942. His business 
life was interrupted by World War II, during which time he could 
be found in Washington—a commander in the Bureau of Ships, 

U. S. Navy. Following the war, he moved to Phoenix where 

he founded and co-owned the Thunderbird Sales Corporation. His 
operation of this company, distributors of Ansul fire extinguishers, 
attracted a bid for his services from Ansul headquarters in 
Marinette, Wisconsin, where he has been since 1949. 


“In our agency IM is must reading for all account 
executives and creative people who serve industrial 
accounts. We look upon each issue as a ‘how’ hook 
for information and inspiration on 

industrial marketing problems.” 


Says Wesley Aves President 
Wesley Aves & Associates, Inc. 


At the age of 15, Wesley Aves said goodbye to formal schooling in 
England and joined the British Merchant Service. After two years at 
sea he came to the United States and sold home furnishings for 

his first ten years. Ambitious, he studied advertising and sales man- 
agement via night school and correspondence courses, and by 1938 
became advertising manager for Baker Furniture, Inc. The following 
year he opened the Grand Rapids branch for William L. Diener, 

Inc., Chicago agency. In 1943, he launched his own agency 

which today serves about twenty accounts. 


The magazine of selling and advertising to business and industry 


Industrial Marketing 


200 East Illinois St. © Chicago 11 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU § 
343 So. Dearborn St., Chicago 4 








if you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


For over 68 years the leading 
jeurnal of the coal industry 





Sag Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 
Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


lw Aéeises * Photo-Reports. 





See Market Data Book 
Page I7 for information 
on monthly competitive 
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ROUTE NO. 2 CHESTERTON, INDIANA 





metal, ventilation and warm air 
heati contractors. See indus- 
trial Marketing Data Book. 


5707 WEST LAKE STREET CHICAGO 44, ILLINOIS 


For all the Facts 
on Industrial and 
Trade Market Duta 


LOOK in 
Industrial Marketing’s 1954 


MARKET DATA & 
DIRECTORY NUMBER 
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Lauds Business Papers . . Donald Murphy of G. M. Basford addresses Chicago 


t.f. Club. NBP directors (I. t 


Stanley, Traffic Service Corp.; 


Business papers are basic 

to merchandising . . Murphy 

® cHIcAGO . . Business publications 
are the “basic foundation for spe- 
cialized merchandising” and are 
“first choice” reading of top indus- 
trial management, according to Don 
Murphy, vice-president, G. M. Bas- 
ford Co., New York agency. 

Mr. Murphy spoke at a monthly 
meeting of the t. f. Club of Chicago. 
He cited surveys to show that top 
industrial executives choose to read 
both editorial content and adver- 
tising in business publications over 
general magazines. 

“Don’t take what’s left” after the 
general magazines have had their 
share of the advertiser’s dollar, Mr. 
Murphy urged the business paper 
space salesmen at the meeting. He 
told them to “fight for” basic ad- 
vertising in their publications and 
“widen horizons” of that advertis- 
ing on the basis of “clients’ needs.” 


Annual reports on 3,051 mills 
for knitting industry 
® RIDGEWOOD, N. J. . . Reports on 
3,051 knitting mills, arranged alpha- 
betically by states and classified by 
product type, have been included in 
the 63rd annual Davison’s Knit 
Goods Trade, a 900-page volume for 
those who sell and buy in the knit 
goods industry. 

The volume, designed as a buyer’s 
guide to machinery, yarns, supplies 
and services in the industry, reports 


r.): publishers David Watson, Watson Publishing Co.; Emil 
Kingsley Rice, Technical Publishing Co. 


on established mills and dyers and 
on new plants. Also included are 
reports on wholesalers, chain stores 
and retailers. Price is $7 ($6 for 
pocket size edition). 


Non-theatrical film group 
elects new oificers 
® cuicaco .. L. Mercer Francisco, 
president, Francisco Films, Chicago, 
has been elected president of the 
American Association of Film Pro- 
ducers, an organization of non- 
theatrical film producing companies. 
Three officers were re-elected at 
the association’s annual meeting. 
They were: James A. Kellock, 
Wilding Picture Productions, vice- 
president; Joseph G. Betzer, Sarra, 
Inc., secretary, and L. P. Mominee, 
Atlas Film Corp., treasurer. 


Fisher named publisher of two 
more McGraw-Hill publications 
= NEW YORK Shelton Fisher, 
publisher of Power, has been named 
publisher of two other McGraw- 
Hill publications, Bus Transporta- 
tion and Fleet Owner. He will con- 
tinue as publisher of Power. 

Mr. Fisher succeeds George W. 
Pfeil, who resigned to form his own 
sales and advertising consulting or- 
ganization. 

Mr. Fisher, publisher of Power 
since 1949, joined McGraw-Hill in 
1940 as promotion manager of Busi- 
ness Week. 
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Index to Advertisers 





*Advertisers’ Research Service .. 162 
Agricultural & Food Chemistry . 125 

*American Ceramic Society 
American Chemical Society, The 

2, 52; 93, = 

*American City, The 

*American Institute of Electrical 
Engineers 

*American Machinist 

*American Metal Market 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The ....Insert Between 32-33 
we Telephone & Telegraph 


Sentinal Chemistry 

*Annual Meat Packers Guide .... 

*Appliance Manufacturer 

*Applied Hydraulics 

*A.S.M.E. Mechanical 
and Directory 
Associated Business Publications, 
The 

*Associated Construction Publica- 
tions 

Automatic Control 

Automation ....Insert Between 64-65 

*Automotive Industries 

*Aviation Age 


Catalog 


*Bacon’s Clipping Bureau 
*Bedding 
Black Diamond 
*Bramson Publishing Co. 
*Breskin Publications 
Business Week 
Insert Between 80-81 
*Butane-Propane News 


Canadian Industrial Equipment 
News 
*Ceramic Bulletin 
Chain Saw Age 
Chemical & Engineering News . 
Chemical Engineering 108-109 
Chemical Engineering Catalog .. 49 
*Chemical Engineering Progress. 8 
Chemical Materials Catalog .... 49 
*Chemical Processing 
Chemical Week 
*Chicago Thrift-Etching Corp. 
*Chilton Publications 
*Civil Engineering 44 
*Coal Age 2nd Cover 
*Commercial Refrigeration & Air 
Conditioning 
*Conover-Mast Corp. 
Facing Page 81, 98, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory Facing Page 81 
Construction 4 
*Construction Bulletin 
*Construction Digest 43 
*Construction News Monthly . 43, * 
*Constructioneer 


*Contractors & Engineers . 39, 138-139 


*Daily Journal of Commerce .... 
*Dixie Contractor, The 


*Dodge Corp., F. W. 
*Domestic Engineering 


Eastman Kodak Co. .......... 86-87 
*Electric Light & Power 
*Electrical Engineering 


Electrical Manufacturing 


*Factory Management & Mainte- 
nance 

Farm Journal 

*Flow 

*Food Engineering 

*Food Processing 

*Fritz Publications, Inc. 


Gage Publishing Co. .......... 96-97 
*Gardner Publications 31 
*Gulf Publishing Co. 83, 95, 147 


*Haywood Publishing Co. ...... 40-41 

*Heating & Plumbing Equipment 
News 

— Piping & Air Condition- 


*Hitchcock Publishing Co. 


Industrial & Engineering Chem- 
istry 
*Industrial Equipment News .... 
*Industrial Heating 
*Industrial Maintenance and Plant 
Operation 
*Industrial Marketing 
144-145, 160-161 

*Industrial Press, The 27, 69 
*Industrial Publishing Co. .... 104-105 
*Industry and Power 16-17 
*Industry & Welding 
*Institute of Radio Engineers, 

Inc., The 

Interstate Photographers 
*Iron Age 
*Iron & Steel Engineer 

Ivel Corporation 


*Jenkins Publications, Inc. 

*Johnson, Inc., Franklin H. 

*Journal of the American Concrete 
Institute 


*Keeney Publishing Co. 
Kleen-Stik Products, Inc. 


*Machine and Tool Blue Book .. 45 
*Machinery 
*Maclean-Hunter Publ. Corp. 
*MacRae’s Blue Book 
—" Gebhardt & Reed, 
nc. 
*Maujer Publishing Co. ........ 16-17 
*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 6-7, 14-15, 19, 37, 66-67, 
70-71, Insert Between 80-81, 90-91, 
108-109, 118-119, 3rd Cover 
*Mechanical Catalog 
*Mechanization 
Meyercord Company, The 
*Michigan Contractor & Builder . 43 
*Mid-West Contractor 
Midwest Purchasing Agent, The 151 
*Mill & Factory 
*Mississippi Valley Contractor .. 
*Modern Machine Shop 
*Modern Packaging 
*Modern Railroads 


ee Business Publications, 

ne. 

National Electrical Contractors 
Ass’n., The 

National Industrial Adv. Ass’n . 

*National Provisioner, The 


*New England Construction .... 43 


*Occupational Hazards 104-105 


Palm, Fechteler & Co. 
*Panamerican Publishing Co. .... 156 
*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The 
*Penton Publishing Company ... 

25, Insert Between 64-65 
*Petroleum Engineer, The 
*Petroleum Processing 
*Petroleum Refiner 
*Pit and Quarry 
*Plant Engineering 
Plumbing & Heating Business .. 
*Precision Metal Molding .... 
*Proceedings of the I.R.E. 
*Product Design & Development . 
*Product Engineering 
*Production Engineering & Mgmt 103 
*Public Works 30 
*Purchasing 
*Putman Publishing Co. 


Qualified Contractor 


*Railway Age 
Refinery Catalog, The 
*Reinhold Publishing Corp 

2, 49, 52, 93, Ti2- 113, 125 
*Rock Products 122-123 
Rocky Mountain Construction .. 43 
*Rubber Age 
*Rubber Red Book 


*Saturday Evening Post, The .... 
*School Executive, The 

Sickles Photo-Reporting Service 162 
*Simmons-Boardman Pub. Corp. . 63 
*Smith, Inc., Harry W. 3 
*Smith Publishing Co., W.R.C. 100-101 
*Snips Magazine 162 
*Southwest Builder & Contractor 43 
*Sweet’s Catalog Service 35 


*Technical Publishing Co. 
*Texas Contractor 
*Textile Industries 
*Textile World 
*Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
Timberman, The 
*Tool Engineer, The 
Insert Between 32-33 
Town Journal 
Transport Topics 


United States Envelope Co. 


*Vance Publishing Corp. 
Viewlex, Inc. 


*Wall Street Journal . 

*Western Builder ... 

Western Building 

*Wood and Wood Products 
*Wood Working Digest 
Woodall Co., Inc., The W. P. .. 
*World Oil 


Zippo Manufacturing Co. 


“For detailed reference data see The Annual Market Data and Directory Number 
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For Name Plates 
that help sell! 


Are you satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 

f “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 








Do ENGINEERS 
INFLUENCE the purchase 
of what you sell? 


U SE these Woodall ‘'Bull’s Eye’’ 
Mailing Lists to reach the engineers 
who can specify (or reject) your product. 


( 39,000 Research Laboratory & Pilot 
Plant Personnel 
( 60,000 Design & Development En- 
gineers (All Industries) 
( 32,800 Design & Development En- 
gineers (Durable Goods) 
12,000 Design & Development En- 
gineers (Electrical & Elec- 
tronics) 
11,600 Design & Development En- 
gineers (Plastics) 
20,000 Radar-Electronics-Radio En- 
ineers 
21,800 Plant Engineers & 
Mechanics 
22,500 Tool & Equipment Engireers 
& Superintendents 
( ) 49,700 Industrial Maintenance En- 
gineers 
( ) 5,200 Consulting Engineers 


Yes, these engineers PLUS the produc- 
tion purchasing, and management men in 
their oy aye industries can be reached 
directly by using Woodall Lists. 


To reach the men in industry who are 
in a positign to influence the purchase of 


tas, your product, let us 
pm \ select for. you a list 

P of “the right men in 
WOODALL, the right places’’. 


Rcteey 
AttIne 
oe 


W. P. WOODALL CO., INC. 
214 E. 125 St., New York 35, N. Y. 


Master 


Sincerely yours, 


HAM STYRON 
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Which ad 
attracted 
more readers? 


® THE CAMPAIGN offering the in- 
formation itself attracted more 
readers than did the campaign of- 
fering the booklet of information. 

The former achieved Noted and 
Read Most scores of 19 and 9% 
respectively, compared with 12 and 
6% for the latter. 

Probably the reason for the dif- 
ference was not that the offer of 
a booklet or the use of a single 
large illustration is bad, but that 
this particular illustration was 
weak. Despite its large size, the 
illustration of the booklet was com- 
plex, the photographs in it were 
small and the text unreadable. On 
the other hand, the series of panels 
in the other ad were simple, clean 
cut and offered immediate informa- 
tion suggested in the headline. 


Ad offering facts 


Seen- 
Noted Assoc. 


Below is 
the answer 
to the problem 


on page 81 


The difference in scores of the 
two campaigns bears out several 
broad principles, formed on the 
basis of results in other campaigns: 

1. Make your layout simple, even 
though it contains many elements. 

2. Organize your elements so that 
each stands out and the reader can 
go from one to the other without 
effort. 

3. Complete the statement or 
thought in the text that you have 
started in your headline and illus- 
tration. 

4. Keep the illustration clear and 
simple so that it reveals and ex- 
plains. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, New 
York: 


Ad offering booklet 


Read 
Most 


Seen- 
Noted Assoc. 





% of Readers 19% 18% 


rH] Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


LS Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


e Read Most denotes the per cent of 


12% 6% 


9% 12% 


readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 





Contest for admen pushes 

Perfo Co.'s Advermats 

® NEW yorK .. Perfo Mat & Rub- 
ber Co., New York, has announced 
a quiz and essay contest open to 
advertising, sales, marketing and 
agency executives. Purpose of the 
contest, which closes June 10, is 
to promote Perfo’s Advermats, rub- 


ber point-cf-purchase display mats. 
First prize is an MG automobile. 

Contestants must show their 
knowledge of Advermats by an- 
swering questions about color, size, 
makeup and life expectancy. And 
they must write brief essays giving 
their ideas about the best use of 
Advermats. 





Continuity 


AFFECTS ADVERTISING READERSHIP 





AVERAGE READERSHIP OF ADVERTISEMENTS BY THE 
NUMBER OF MONTHLY ISSUES USED BY ADVERTISERS 


INDEX OF COST 
PER READER 


NUMBER OF NUMBER 


MONTHS USED OF ADS INDEX OF AVERAGE READERSHIP * SCORES 


12 534 76 


7 toll 
inclusive 


287 83 


6 261 92 


2 to 5 


. e 86 
inclusive 


* READERSHIP SCORES used in this analysis are those developed by Daniel Starch and staff through personal interviews 
of readers. Field interviewers conducted approximately 2,400 readers through the issues page by page and asked in 


each case, 
“DID YOU READ HALF OR MORE OF THIS ADVERTISEMENT?” 











TO DETERMINEthe extent of readership and monthly insertions per year, also had propor- 

cost per reader of industrial advertisements in __tionately more readers at proportionately less 

relation to the number of months per year in cost per reader. 

which a company advertises, McGraw-Hill Re- 

search analyzed 2,400 Starch Readership scores | CONCLUSION: This study (summarized in 
Data Sheet #5126) shows that advertisers whose 


of one page advertisements appearing through- 
out the 1952 issues of two business publications. | @dvertisements appear consistently get higher 
readership at a lower cost per reader. 


Advertisers using inserts or multiple monthly in- 
sertions and one-time advertisers were excluded. : ; 
TO SERVE YOU: McGraw-Hill Research is 


THE RESULTSshowed that twelve-month ad- 
vertisers averaged 21°; greater readership per 
advertisement and 24°; lower cost per reader 
than advertisers placing two to five advertise- 
ments a year. Advertisers using six to eleven 
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one of the many “‘services” maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to business 
paper advertising performance and effective- 
ness, ask your McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 
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He's Getting Results... Are You? 


Together with more than 300 other AVIATION AGE ad- 
vertisers, this man is getting visible results from his 
advertising ... moré sales leads, nine times out of ten, 
than from all other aviation magazines combined. 


In the past 12 months, AVIATION AGE relayed to manufac- 
turers more than 90,000 inquiries from technical-manage- 
ment men in all fields of aviation .. . 90,000 requests for 
help ... 90,000 opportunities to land a contract. 


If your advertising is already reaching the more than 
30,000 technical-management readers of AVIATION AGE, 
ask your sales department to show you their record of 


inquiries produced. If you are not now in AVIATION AGE, 
call your local AVIATION AGE representative. He’ll be 
glad to show you the results your competitor is getting 
from AVIATION AGE. 


To get results in the aviation market, tell your produci 
story in AVIATION AGE . : 
The magazine of 


Aviation’s Technical Management 





A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET 
NEW YORK 17, N.Y. BPA 





